40c o copy and $8 a year 23 SEPTEMBER 1963 ARB and RKO 

in joint project 
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only \AALB -TV sells it all! 

the $842 million market 
some timebuyers miss! 



Tucked away in the southwest tip 
of Georgia . . . and stretching south 
ward into Florida to include Talla- 
hassee, there's a $842 Million Trading 
Area some time buyers miss! It's not 
a glamorous hard-packed market like 
Fresno or Youngstown. but a look at 
page 100 ol your ARB Television 
Market Analysis lor 1962 will show 
you that it's bigger in tv homes! 

The New South is Here! An industrial 
revolution has taken place in Dixie, 
and here's where it shows up best! 
Fields that once produced tobacco, 
cotton and peanuts now serve as 
plant sites for America's best known 
industrial firms. New payrolls and 
new people have swelled the popu- 
lation to over 880.000. Ex-farmers 
[have moved to town to stay . . . 
while down the road, farms are big- 



ger, better, producing more, paying 
off more than ever before! Sleepy 
country towns have come alive. Traf- 
fic lights now stand next to court- 
house square statues, and inside 
the stores . . . there's a happy cash 
register jingle that can be heard all 
the «ay from Unadilla to Tallahas- 
see 1 

Only WALB-TV sells it all! If you want 
to reach into the 49 county market 




">e 8 C Scop* Slit or 



surrounding Albany, Georgia named 
by Forbes Magazine as one of the 
top ten trade cities . . want to sel» 
the area that Sales Management has 
listed as a "preferred" market 
put your schedules on WALB-TV 
the only television station thit ef 
fectively sells it all with a 1.000 foot 
tov.cr and 316.000 big watts' 

The BIG Surprise! WALB-TV has 
more equipment, including video 
tape is better equipped for re- 
motes with permanent inter-city 
micro .-.ave installations, has more 
seasoned air salesmen and d rec- 
tors than most top metro market 
stations Call now for avails You'll 
look good on Channel Ten 1 Repre 
sented nationally by Vernard. Tor 
bert & McConnell. Inc.. and in the 
South by James S. Ayers Company 



REPRESENTED BY ROBERT I. EASTMAN I CO.. IK 
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Freedom now; "Activities of the Federal 
Communications Commission are becoming 
more and more intolerable to American broad- 
casting. Tin? bead long rush to government con- 
trol must In* stopped, and NOW." This chal- 
lenge was issued on t lie weekend by Jack Wil- 
liams, executive secretary of the Georgia As- 
sociation of Broadcasters, speaking before 
southern district American Women in Radio 
and Television convention. While noting GAR 
had worked closely with FCC, and will con- 
tinue to do so, Williams charged recent edict on 
fairness doctrine is a quagmire. "It is unthink- 
able, unworkable, unfair, and totally under- 
mining to the basic tenet of free broadcasting 
that the licensee is master of his own house." 
He said the FCC proposed limitations on com- 
mercials could lead to a public utility struc- 
ture for broadcasting and eventual government 
control of all programing. "The FCC has out- 
lived its effectiveness in dealing with radio and 
television. The problems of communications 
are far too great to be handled by a single 
agency which must grant up to one million li- 
censes in ever\ r conceivable area of communi- 
cations." He concluded, "Let every turntable, 
transmitter, and tower from every broadcast- 
ing station in the nation toll the end of oppres- 
sion by the federal government. We would de- 
clare our freedom . . . NOW!" 

Richmond station sold: McLendon Richmond 
Company, headed by John McLendon has pur- 
chased, subject to FCC approval. WRGM, 
Richmond, Virginia, from Southern States 
Radio. Price is $185,000, plus liabilities of 
S4.000. Broker is Blackburn. 

Agency general manager: Harold H. Mar- 
quis. Jr.. executive vice president of Hoefer. 
Dietcrich & Brown, San Francisco, has been 
named general manager of the agencv. Mar- 
quis has been at agency since 1955, serving 
first as copywriter, later as account executive, 
and in other capacities. 



Communications Act revision: "It is prob- 
able that the whole Communications Act needs 
revision," Ben Strouse, president of WWDC, 
Washington, said Friday in testimony before 
the Communications and Power Subcommittee 
of the House Interstate and Foreign Commerce 
Committee. Strouse, who is also \AB Radio 
Board chairman, spoke on the Moss Bill to 
control broadcast editorializing. Noting the 
problems raised by Section 315 of the Com- 
munications Act, calling for equal time. 
Strouse said he would have no objection to the 
bill if it was amended to the extent "that where 
a station allows a candidate to personally re- 
spond to one of its editorials, Section 315 
would be suspended." 

RAB comments on ARB: Radio Advertising 
Bureau, noting the new ARB-RKO General 
radio study (see page 25), had this to report 
on Friday: "We don't know enough about the 
specific plan to comment in any detail. A« a 
generalization, any added valid knowledge of 
radio audience measurement which can be de- 
veloped should be useful to the industry. If 
a trend toward methodology research lias now 
been generated, it could be constructive. Ob- 
jective studies by individual research firms of 
their own method* could be a valuable supple- 
ment to an overall industry study of all meth- 
ods." RAB has been planning extensive meth- 
odology study on radio research for a number 
of months. 

ABC news appointment: John Lynch, pro- 
gram manager of special projects department. 
ABC News, has been promoted to manager. 
ABC News. Washington, reporting to Rol>ert 
Fleming, chief of the bureau. 

New Grant post: William B. B. Ferguson 
has been named senior vice president in charge 
of marketing services at Grant Advertising. 
Fergusson was vice president, international ad- 
vertising for Colgate-Palmolive, International. 
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Late news 

in tv/radio advertising 
23 September 1963 



New tv lens: A new tv lens, with the "primary 
ability in distorting and moving the focal plane 
for emphasis on a particular action or sub- 
ject" has been developed by Fred A. Niles 
Communications Centers. Niles said the 
achievement would contribute a new approach 
to the tv commercial business. "Until now, in 
order to focus audience attention on a particu- 
lar portion of the screen, the industry lias had 
to rely solely on lighting, costly optical, or ex- 
tensive special effects work. Not only is it now 
possible literally to soften, at will, controlled 
portions of the frame so as to direct attention 
to specific areas within the frame limits which 
remain in sharp focus, but a narrow plane of 
focus can be moved through a scene vertically, 
horizontally, or diagonally." 

CBS Radio Spot Sales: New York station 
clinic agenda 30 September will include ad- 
dress by BBDO vice president and media di- 
rector Herb Maneloveg. Theme for session is 
"Radio — Today and in the Years Ahead." 

U. S. Plywood results: U. S. Plywood, which 
reported "impressive" results from the use of 
television (sponsor, 24 June), last week told 
stockholders sales were headed to new records. 
For the year ending 30 April 1964, sales 
should climb to well over $360 million. Sales 
for the first fiscal quarter were $92.3 million, 
a new high. 

Respite from theories: A respite "from theo- 
ories, resolutions and emotional statements" 
about smoking and health so long as the "theo- 
ries regarding possible causes of lung cancer 
and heart disease are in dispute among scien- 
tists" was urged today by George V. Allen, 
president of the Tobacco Institute. "Perhaps 
then the scientists can determine the areas of 
research that must be undertaken and work to- 
gether to solve these health problems, Allen 
said in address prepared for the National As- 
sociation of Stale Departments of Agriculture. 



Plans for NAB conclave: The convention 
committee of the NAB has laid the ground- 
work for the 1964 convention to be held at 
the Conrad Hilton Hotel in Chicago, 5-8 April. 
The committee (1) Rescinded accreditation 
procedures which, in past years, had provided 
management-accredited representatives with a 
different color badge from other delegates. 
(2) Reaffirmed exhibit policy which permits 
associate member equipment manufacturers, 
transcription companies and television film 
producers and distributors to exhibit in the 
regular Convention exhibit areas. (3) Agreed 
to ask the FCC to appear as a panel again and 
to invite the FCC chairman to speak at one 
of the three management luncheons. (4) Voted 
to continue the same program format. 

Standard Brands radio test: An all-out test 
on KSFO, San Francisco for Standard Brands 
Royal Gelatin may be the proof-of-the-pud- 
ding on spot radio for Standard Brands. Cam- 
paign involves only one product, on one station, 
in one medium for 52 weeks. 25 minutes of 
advertising a week will be aired during the 
morning, afternoon, late afternoon and eve- 
ning. Advertiser has reportedly tried every 
form of advertising "but printing on rocks," 
believes such an all-out test will be "signifi- 
cant." A problem has been trying to separate 
Royal gelatins from common jellos. San Fran- 
cisco has been weak market previously for 
product ; therefore considered good for test. 

CBS Radio affiliates: Arno H. Johnson, J 
Waller Thompson vice president and senior 
economist, and CBS president Dr. Frank Stan 
ton, will address tenth annual CBS Radio affi 
liates meeting in New York, 1 and 2 October 

New ad manager: William W. Aston has 
been named advertising manager of Dallas 
Power and Light Company. He has been with 
company since 1946. 
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n the Philadelphia Market ... not only the adult 
audience ... but the other media depend on . . . 

WPEN NEWS 



ilert aggressive... 

vith the sound of 



authoritative... alive 
the newsmakers! 



10 Minute Newscasts a! 
7. 8. 9 AM, Noon. 4. 5 A 6 PM 
Limited Sponsorship Availab e 
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Underneath is Charlotte 



Beneath all the business and bustle is 
Charlotte. More than 100,000 cars enter 
this booming city on an average day. And 
you'll find more people in the Charlotte 
75-mile radius than in a corresponding 
radius around Atlanta, Indianapolis, Kan- 
sas City, and Minneapolis. What better 
way to get at this thriving market than 
through WBT Radio Charlotte' For over 40 
years, v\ BT has had the largest adult audi- 
ence lor the 37-county basic area. And 
th s is the audience that receives and 
spends most of Charlotte s $2,612,78-4,000 
worth of spending money ' Reach them 
with the station they turn to for re^ponsi- 
bleprogramming.ouMand ngur* ice.and 
firr r r nteriainmcnt WBT Radio Charlotte 
le'^ur onMandardBroadcasttngCompany, 
Rcprc ted nat onally by John Blair & Co. 
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25 ARB, RKO General join forces to study radio 

Methodology test of the medium in Detroit, if successful, could 
lead to a new local measurement serv ice in other markets 



28 FCC confirms: tv '62 advertising set mark 

Rev enues close to $1.5 billion. 73^ coming form sales of time, 27^ 
from talent, program material. Profit at $311 million 



ADVERTISERS 

30 Calls understanding of tv "must" for advertisers 

I ssential to the reaching of desired goals, says W. B. Colvin. \ . I 
of TBA. Cites "mind's response to abstract stimulus" as vital 



37 Web tv time billings rise in first half of '63 

Bristol-Myers. Procter 6c Gamble increase gross by SS.4 million. a> 
total jumps 6.0 f c, reflecting the heavier use of spot video 



AGENCIES 

45 Commercials get a going over by art directors 

Agency artists use new techniques to bold viewers. An unusual 
creative approach can enhance selling message — most of the time 



TV MEDIA 

51 Use of newspaper-versus-tv data questioned 

W J XT-TV's James Landon looks at the Jacksonville market, com 
piling a six-point "checklist" for comparing video with the press 



RADIO MEDIA 

60 Improved research spur to ABC Radio business 

Network reports billings for uncompleted third quarter 56*^ ahea« 
of "62 period. Douglas points to 20 52-week advertisers 



STATION REPRESENTATIVES 

63 New survey provides Negro market dimensions 

Study by Sales Management for Bernard Howard makes eei 
graphical selection from top markets to get spending data 
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16 Sponsor-Week 

18 Timebuyer's Corner 
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\t rhe time r>t tru revclurion. two prisptr u I'll 
adelphta mcrchjnts were our turn n\ hrst j' i ereat- 
cat financiers. 

The two — one horn in I i\ irpool. {■ ngl jml. t t tier 
from Poljnd — inulcrrimk. rhi I >rnii i-ihlt rjst of 
raisins mrne\ to h-uk tl'i rnohrri >i H etr pcrsnn.il 
indorsements jini •> ihsi nptrons cue i rji;cd cm/enV 
confidence in the tenuous hmnual jffjirs of rhe 
\ ounc n jtion 1 he outcome, of the striicc'e ma\ \cr\ 
well ha\c been detirmimd h\ thi rinaiKU jc «mci 
jnd ptrsonal sjliviunship of tl t creat Phi jdtlph<- 
jiiv. Robert M« rris and llj\m SjI nHin. 

Vigorous salesmanship is .1 wtal asstt f the 111 I- 
jdclphu c immiin t\. For out " \«.jts. d 11- njtmg 
udir 11 rhi Cit\ t Y irsrs is \\ I U( i. Radii 
nrst 11 • stti trship attending f Pulse. H « per and 
\CS I )t pr irt import ji ti t t\tr\ sjl-smar. ' 
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Why WDAU-TV bought Volumes 1, 
of Seven Arts' "Films of the 50 V 

Says William t5. Hunefeld, Jr.: 

General Sales Manager WDAUTV. Scranton-Wilkes Barre, Pa. 



"Viewers and sponsors arlike expect nothing butthe biest 6Y1 WDAU-TY, Scrantbn- 
Wilkes Barrel Pa. We bought Volumes 1.2 V 3,4, 5&7 of 'Films oT the 50's' because 
we. were, sure they were; tor>dra.w quality w-ijh outstanding, consistent, features. 



ut the SURE in PLEASURE 



judging from -audience interest, sporfsof reaction and ratings 61 these 'Money- 
Makers of the 60's.* We a"re pleased to welcome- thes"e Sev"erf Arts' features' to 
WDAU TV'« other outstanding, programming... WDAlKTy . . . th,e> pi'e&jj/e station 
not bnly in Northeastern Pennsylvania but also in the arre.a deluding the world's 
greatest saturation of community antenna televfsion homeTSi. Wefe£j sureihe Seven 
Arts' 'Fijmspf tjhe 50'si' wijl e/tsuce our top -tanking position ih the" Scranjon- 
Wilkes Barr-e rrtarkeV 





SEVEN ARTS 




A-SSOClATEd 




CORP. 



/> SUBSIDIARY OF SEVEN ARTS PRODUCTIONS. LTD. 
N W YORK 200. Park Averse YUkon 6'1717 

C AG'O: 4630 EMes. Lincolnvjqod. til. o'Rehard 4-5105 
Dt LAS 5641 Charleston Driv* ADams-9-2855 
LO' ANGELES? 3562 Royal Woods Drive. Snermarf Oaks, £alil. 

" " * STate.fJ-8276 
TO ONTO, 6N"tAR/0: il Adelaide Si. vyesi EMp^4-7r93 



."or I stfoCTV stations DrWfer»mming SeveaArls' '-fTfrrfS-fJI Oie 50 s" s«* Third Cover^DSXSprjt'TVK'ftes £n<! D»t») 




PUBLISHER'S 
REPORT 



Out* nisin'i \ic\\ <>l 

n Hiiifuniil I ui p| ion i ii \ tn 

tirttiiiU-u*! ucU iM I Mil i it 



If I ran a station group 

KT's face if. 

(hie lacl nf lift' thai eve i \ uimit|ea««ter .mil e\et'\ hinadia-l .iilwi- 
i-iug n*r nni-t recognize is the iriijvvilicWiliilih nf 1 1 u - l-*(!C 

Willi tiach new coninii--ioiier the -cciie change-. Kadi new man 
iriug- new idc*M>. 

During im li\ \eais in lh« j iinlustn I lia\f oh-cr\ e« 1 t lie -hifling 
pud- ol FCC! philosopln and regulation with ever-increasing ania/c- 

IH'lll. 

At tilth** broadcaster- have been encouraged In apph for .111 tin 
icen.-e along with tlwir am. But la.ter a commissioner enit-idrif. thi- 
luo|iol\. Broadea»lci> art- wooed into the nlif I'anip. Thru nunc \ear- 
d confused planning mid ruling*. Tin- "lairne-.- doctrine' ha- trie 
IroadeaMe r tin the ragged edge. How doe- lit' sali.-t\ «'t|iial opporlnu- 
Sty or mm decide what wpial opporiunilv i-? What alntitl editorial- 
izing i.- it a sen ice or a -word? 

In hi.- recent talk at Lincoln. i\ehra<ka the FC("> newest iiimini— 
ioncr. l.ee l.oc\ iugcr. propose- "dbeisMuVd ownership/* 'I lie Lim ttlu 
'renin" Journal and hrbrnsku Stntr Journal .-aid in repl\ : 

"If llteli'enu'iitkjii* economic resources ol the mm ic.- caniiol aehim e 
In re than 100 good picture* m \car (with the re.-l being pol-hoi lers ) 
low can a complete di\er&il\ ol 1.000 l\ station* bti\ the talent or hire 
he Malls of journalistic calibre In amortize the co-l of 2.000 good 
v program.- a year lor one eumiiumitv . . . 

So now if.- the group operations lh«l arc under attack, with the 
ilicnomeiioi) of an unrelated new-paper rising tn it- defense. 

1- tin'.- a serious proposal, or another in the endless slreiitn of ("out- 
Hii<>ion and Corigressiona 1 utterances designed to keep the iudii-lrs 
111 its lot's? 

The Iruuble \» it'll lieinga regulated industrs i- that Voiieanl alTtud 
o ignore anv of ihein. 

In the case trl group operations Commissioner l.oev iiiger ina\ lie 
ping the group.- a big fin or. 
If I ran a group I would con-ider hi- propo-al a challenge. 
I would point nut the advantage- of group operation. 
I would .-how how group- can benefit a coinnuiniu with out-lami- 
ng public service. 

I would express how high-calibre headtpia iters expert- can a—i-t 
ical -lalTs. 

I would prove how experience in several market- help- provide 
heller scr\ ice in each. 

This is a story thai .-hnnld he inltl. Some groups are telling it. \fjiiv 
Mould lor the henefil of iheir separate -lalion- as well a- for their 
•ntp -elnp and policies. 



Here are the latest (acts and figures on 
cost per thousand — 

TOTAL ADULT 

MEN 
IN AFTERNOON 
TRAFFIC TIME 

delivered by Houston radio stations. K NUZ 
again is conclusively Houston's NO. 1 BUY! 

MON.-FRL — 4-7 P.M. 

STATION COST PER THOUSAND 

K-NUZ S 6.90 

Ind. "A" . . S 8.24 

Net. "A" S 7.25 

Ind. "B" $13.08 

Ind. "C" S'0.00 



SOURCE 

FiHt Houilon LQR 100 Mclro Afco 
Puhc. Ott . 1 962 Bo«d on itricdult 
ol 12 onc-minulc annountcmenh p*' 
«cck for 13 *«eki. lrom relet pub 
hlhcd in 5 R 0 S . Feb., 196) 

SEE KATZ FOR COMPLETE ANALYSIS 
OF ALL TIME PERIODS' 
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WZZM-TV Grand Rtpuh-Hrvm qy r 



M*uka«.en ABC 
WPIX NftwYorfc »W0 

WSTV-TV St«ib*n«HMArihB CBS-ABC 
WNYS*TV Syracuaa ABC 



WCSC-TV Chariaaton,S.C- CBS 

WIS-TV Cotwiibto.SC NBC 

WLOS-TV Graanvilla, AthaviHa, 

Spartanburg ABC 

WFQA-TV Jackaom** NBC 

WTVJ Miami CBS 

WSFA-TV Montgomary NBC-ABC 

WSIX-TV Naahvilla ABC 

WDBJ-TV Roanoka CBS 



WSJS-TV Wfaraton-Salam Graaraboro NBC 
MIDWEST-SOUTHWEST 



MOUNTAIN AND WEST 
KVOS-TV ■ 

KBOI-TV Bate* CBS 

KBTV Damr ABC 

KGMB-TV Honofatw CBS 
KMAU-KHaC-TV HmmM 

KTLA Laa Aagala t tow 

KSL-TV Salt UkaCtty C* 

KRON-TV SantraaefcM W 

KIRO-TV Saaifsa Tmom Cm. 



A PICTURE OF 
(GOOD SFJLUMG 

Oil moves the finished products and raw mate- 
rials th.it salesmen sell, and when trains, trucks, 
planes, ships and factories call for fuel — and 
more fuel — that is a sign of good business.. .a 
sign of good selling. 

Good selling has never been so important to so 
many Americans as it is today... but America 
has never had a salesman quite like television 
...spot television. 

The television stations represented by Peters, 
Griffin, Woodward arc welcomed regularly into 
millions of American homes where they spend 
more than 5 hours each day entertaining, in- 
forming and selling. ..selling by demonstrating 
and displaying the goods and services that keep 
our economy rolling. 

In spot television the advertiser can specify 
the number, the timing and the type of his tele- 
vision sjIcscjIIs in everi market. ..and that is 
good selling! 



ETE/RS, 



^ K1 ' B^k 



O OD'WARD, iyv 



Pioneer Station Representatives Since 1932 

NEW YORK / CHICAGO / DETROIT / PHILADELPHIA 
ATLANTA / MINNEAPOLIS / DALLAS FORT WORTH 
ST. LOUIS / LOS ANGELES / SAN FRANCISCO 




. that's North Carolina's Golden Triangle Market. Over $1 Billion in 
annual, retail sales — and it's yours to tap when you buy the strong, 
33-county coverage of WSJS Television. 

NO. I MARKET IN THE NO 12 STATE 

North Carolina's 
Golden 
Triangle 

TELEVISION 

WINSTON-SALEM / GREENSBORO / HIGH POINT 
Represented by Peters. Griffin. Woodward 
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Interpretation and commentary 
on most significant tv/radio 
and marketing nc» t ot I he week 



Commercial talent negotiations will swing into action this week. 

At session tomorrow in New \ ork, Screen Actors Cnilil .mtl American Federa- 
ti<jii of Television ami Radio Artists will prrsent "proposal*." to Joint Negotiating 
Committee which includes representatives of Association of National Advertisers and 
American Association of Advertising Agencies. I'ir-t meeting i- expected to he some- 
what routine, with formal negotiations starting in inid-Octoiirr. in interim, pro- 
posals will he evaluated, then thing? will go down to the 15 November contract 
expiration date. 

i\o one wants to talk about proposals yet, for fear it might cau.-e friction in 
later dealings. But strong front is expected by advertising side, since this yc;ir is first 
for joint committee. (For earlier report, since sponsor. 20 May). 



Viewing patterns look healthy in the first half of 1963, Nielsen figures report 

All time periods in the January-June 1963 period were up over a year ago. TV view- 
ing per average minute, January-June, by time segment for recent years, looks like 
this (Source: Nielsen Television Index): 







1963 




1962 




1961 


Time Period 


c 


Homes (000) 


r - 
r 


Homes (000) 


f 

X 


Homes (000) 


7 a.m.-noon 


13.7 


6.823 


13.1 


6.419 


13.9 


6.519 


noon-5 p.m. 


24.8 


12,350 


23.4 


1 1 .166 


23.5 


11.022 


5-7 p.m. 


35.3 


1 7,579 


35.2 


17.218 


36.1 


17,072 


7-11 p.m. 


56.0 


27.888 


55.6 


27.244 


57.1 


26,780 


1 1 p.m.-l a.m. 


23.3 


11,603 


22.6 


1 L074 


22.4 


10,506 



The fall network tv rating battle began in earnest last week. 

But like the early evening "scattered precincts" on election night, the results to 
date are far from confirming the final pattern. ABC TV. with a jump on it* competi- 
tors, coupled with heavy audience promotion and a complete schedule which kicked 
ofT as a unit in one week, scored well, according to Trendex information. It remain- 
to be seen, however, what the trend will be when CBS and NBC get their complete fall 
lineups into action. Conflicting reports can be expected for a while, as Arbitrons, 
Multi-Market Nielsen?, and Nielsen Nationals (later) are presented. 



ABC TV is naturally proud of many of the Trendex reports. 

Outer Limits with a 3-1. 7*1 and 37.6', -hare for it- two half hours topped what 
will be the regular competition, fircaking Point rolled up 38.1 '", and 50.6'.' half 
hour shares in its premiere, though oilier nets are yet to start their new -hows in the 
lime period. Other impressive Trendex share- were: Combat 48.8' r ; McHale's A'oi > 
at 49.0*7 : The Greatest Show on Earth at 49.3^ : Fugitii e at 51.3' c. 
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Popularity of storewide promotions by supermarkets is growing. 

While trading stamps are meeting increased resistance among grocery chains, store- 
wide selling is producing new results. One of the oldest forms of merchandising, the 
storewide could be of benefit to radio and tv, since these media lend themselves more 
readily to selling single items or ideas, rather than serving as a classified price ad 
as in print. Vital to the storewide promotion are point-of-purchase materials. 



CBS TV's new series, The Great Adventure, will get strong educator support 

Members of the National Education Association, some one million strong, will re- 
ceive promotion through the NEA Journal, the NEA Reporter, and via special book- 
let with program descriptions. CBS TV also will work through affiliates to reach 
local educational leaders. Study guides go to affiliates for local distribution. 

The series, based on American history, is being presented by CBS TV in co- 
operation with the NEA and its National Council for the Social Studies. 



A. C. Nielsen is making a change in reporting home data. 

Starting with the new season, all nationally projected ratings will be given to the 
nearest 10,000 homes, not thousand as in the past. Rating percentages will continue 
to be carried out to tenths, which the company notes, are equivalent to about 50,000 
homes. Hope is to answer critics who claimed the previous basis was too small. 



One planned series for next season is thinking about sponsors way ahead of time. 

The color show, a joint venture between Revue and Stan Freberg, is called a "situa- 
tion-less comedy," and will feature Freberg. The latter, through Freberg, Ltd., has 
produced many commercials and is offering now to produce them for whatever adver- 
tisers buy the show. 



Senate Commerce Committee's approval of partial suspension of equal time proviso 
of the Communications Act does not satisfy Sen. Vance Hartke (D., Ind.). 

Hartke would banish equal time concept altogether, freeing broadcasters from need 
to grant equal time to any political candidate whose rival has had air time. "The 
broadcasting industry, by its own objectivity and good judgment in reporting politi- 
cal news and events of die last few years, lias proved it is mature enough and re- 
sponsible enough to abide by the dictates of the 'Fairness Doctrine'," he said. 



Kraft Foods is moving into the dry dog food field 

Introduction nationally is being charted by Clinton E. Frank. Other new products 
being tested include: Cashmere Liquid Detergent from Colgate, through Ted Bates; 
S.O. ettes from General Foods, miniature S.O.S. pads, through Foote, Cone & Beld- 
ing; Post Bran and Prunes, freeze-dry cereal, also from General Foods, through 
Henton & Bowles. 




Toda\ . more chicken, more fish, more 
lainl) chops more everything', are 
cooking \sith Ac cent" llian ever. The 
reason ? Since ] 961 . Ac cent lias been 
cookiiiiialino?te.\cliK-h e!\ with radio. 

As Ac cent's basic advertising me- 
dium, radio ha? more than kept the 
pot boiling. John Q. Ilcr/.og. General 
Sales Manager of Ac'cent-lnterna- 
tional says, "It has continuously gen- 
erated increased consumer awareness 
and sales." 

1 fere's the Ac cent recipe. 

In 01. they bought four weeks on 
the CBS Radio Network— a volume 
plan that included Dimension fea- 
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lure* and new-. In '62. they tripled 
their '61 buy. And in '63. they more 
than tripled their '62 buy ! 

The current buy — a 52-week cam- 
paign—will keep Ae'eent on the CHS 
Radio Network through Juncof 196 1. 
"CBS Radio." to quote Mr. Her/og 
again, "has played a vital role in con- 
tributing to Accent's dy namic sale* 
progress/' So Accent- In tenia tional 
is taking no chances. They've made 
sure of their '64 time on CBS Radio. 

I lave you? 



The CBS Radio \viwork 



COMMERCIAL 
CRITIQUE 



Trends, techniques new 
styles !n radio/tv 
commercials arc evaluated 
l>v industry leaders 



BY ANY OTHER NAME 



ve yv.w coopfu 

lire president, radio to production 
Doherty, Clifford, Steers 6 Shenfield 

Tin on siiON of whether or not 
agency tv producers arc equipped 
to meet the demands of their titles 
is indeed a very real one. Too often 
the function becomes mechanical: 
too often the function becomes that 
of an intelligent messenger. 

Production is a craft which must 
include knowledge and creative 
judgment. Producers are vital links 
in a creative chain and they most 
assume this obligation with an 
awareness of the importance of 
their role. They must be producers 
in the theatrical sense, knowing the 



medium in which they are working, 
exercising creative judgment, con- 
sidering the effect of what they do 
on an audience. 

This responsibility is being as- 
sumed more and more by art direc- 
tors and writers (depending on the 
orientation of the agency), leaving 
the producer little more than the 
acts of delivering storyboards, get- 
ting bids, and minimal supervision. 
Probably the primary reason for this 
lies in the all too prevalent produc- 
tion void which requires filling, if 
an agency s creative end product is 
to be dynamic and fresh. Agency 
producers too frequently accept the 
lesser role, too frequently ignore 



the need for acquiring the many 
tools of their craft. They often tend 
consequently, to be defensive and 
indeed, to be uncertain of what 
their function really should be. 

The other side of this problem is 
the fact that agency management 
has generally regarded television 
production as some strange and in- 
explicable thing, which, if treated 
with selective ignorance, will even- 
tually turn to dust and be blown 
away bj 'print and radio. This atti- 
tude has never encouraged the de- 
velopment of propcrh trained tv 
producers and has contributed tp 
confusion over the role. 

Producers at Doherty. Clifford, 
Steers & Shenficld are indeed pro- 
ducers. They know the mechanics 
as well as the creative potential of 
the medium with which they are 
concerned. They work with copy- 
writers and art directors from con- 
cept onward in an unusual spirit of 
mutual respect. Their experience, 
their training, their unending de- 
sire and ability to learn and to ex- 
periment has created a department 
with freedom of judgment and pro- 
duction control, a department 
which, in my experience, is prac- 
tically unique in this respect. ^ 




Cooper sets up Ralph Terry, ace righthander of the N. Y. Yankees for Vitalis spot series 




PETEH COOPEK is vice presi- 
dent for radio and television pro- 
duction, at Dolierty, Clifford, Steers 
& Slicnficld. Inc. Prior to joining 
the agency, liis career included 
lii-iii l> 12 years in every pliasc of 
the film production business. lie 
came to DCSS in 1902 from llobcrt 
Lawrence Productions, wlicrc lie 
was a director. 



SPONSOR/ 23 si-iMKMiiKR 1963 




Built for the high seas in High Point . . . 200 miles from the 
ocean! WFMYTVs John McMullen and wife see why the nation's 
largest mass producer of fiber-glass hulled yachts chooses to build 
in this Piedmont North Carolina city. As the center of the greatest 
concentration of furniture manufacturing in the world, High Point 
affords the craftsmen, fine woods and fabric to meet the demands 
of a variety of industries. A famous furniture capital with 92 furni- 
ture factories and a mammoth exposition building covering 23 acres 
... a leading textile center . . . home of the world's largest com- 
mercial still-photo studio and the huge bureau serving as state 
Junior Chamber of Commerce headquarters . . . this is High Point, 
selected by the National Municipal League and Look Magazine as 
a "1962 All-America city." High Point. Greensboro and Winston-Salem 
form the largest metro tv market in the Carolinas, the heart of the 
51 county area served by another see-worthy performer, WFMY-TV. 



Represented nationally by Harrington. Righter & Parsons. Inc 
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SERVING THE LARGEST METROPOLITAN TV MARKET IN THE CAROLINAS 
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Vote of thanks to Holte 

With so many trade publications 
arriving every clay, it is sometimes 
a few weeks before I can catcb up. 
f just finished reading Clarence 
llolte's excellent article in the 26 
\ugust Negro issue of Sponsor, and 
I am very grateful that someone 
hud the courage to speak up and 
articulate what must be in many 
minds. 

This is more important today than 
ever before because of the events 
occuring each day, and the spot- 
light being focused on all aspects of 
the N'egro market. 

1 hope that copies will be mack 
and directed towards the people 
who need to be told the facts of life 
as expertly as you did in the article. 

The entire advertising fraternity 
owes Mr. Holte a big vote of thanks. 

Selvin Donncson 
vice president for sales 
WWRL, New York 



Comments on the new look 

Congratulations on sponsor's 
"'new look/"" 

Really though. 1 don't see how 
you can improve the best trade 
magazine . . . but you did. 

Yoti are right about promotion 
men . . . we're natural born leaders! 

Terrcnce S. Ford, 
radio promotion 
VVKAA Radio. Dallas 



1 have watched sponsor and its 
growth pattern since the inception 
of the publication in 1946. 

Your bright new face, as evi- 
denced by the 9 and 16 September 
issues, indeed will permit laster 
reading and quick coordination of 
related information. 

Please accept my best wishes for 
the continued success ol sponsoh. 

Morton II. Ilenkin. 

president 
KSOO-TV. Sioux Falls. 



Congratulations on the new 
.makeup! 

Yon seem to be one of the few 
trade books in any field to grasp the 
universal "bang-up" of limited read- 
ing time. You've really gone a long 
w ay in preparing a clean, taut pub- 
lication that can be read faster than 
it takes to skim many another. 

You have my nomination for the 
book less likely to be speedily 
skipped through. 

Dick Newton 
pnhlicitv director 
WIND, Chicago 



The changes you have been mak- 
ing over the past few months have 
made sponsoh a much more inter- 
esting magazine. Your new depart- 
mentalization is a very real im- 
provement, especially since you! 
have eliminated those annoying 
carry-overs. 

The weekly newsletters on yel- 
low stock arc extremely helpful. 
Having always preferred saddle- 
stitching to side-stitching, this in- 
novation is much appreciated. One 
thing w e would like to see. though, 
is a return to AM, FM and TV 
rather than am. fm and tv. Since 
AM, FM and TV are our business, 
let's not hide them in lower case any 
longer. 

Expect that sponsoh's new format 
w ill be able to cover the broadcast 
industry in a much more readable 
wav. 

Charles W. Kline. 

president 
FM Unlimited 



Just a word of praise to you for 
the "new look" of this week's spon- 
soh. 

We are particularly delighted 
with your new radio media section. 

Your new packaging makes for 
ev en better reading. 

Fred E. Walker, 
general manager 
KDKA Radio, Pittsburgh 



J 



look South . . . and you'll see TV 



the land of 




Year-in, year-out, TV-3 continues its growth with the 
audience and the advertiser. In fact, no other media penetrates 
the 66 counties in TV-3 land like TV-3. No wonder it's the 
"first choice" of local and national advertisers. People believe 
in us. have confidence in us and depend on us. So can you. 



WRBL-TV 

Columbus, Georgia 

TELECASTING FROM THE 
WORLD'S TALLEST TOWER 

"7749 feet above ground" 
J. \V. Woodruff. Jr., Pres. and Gen. Manager 
Ridley Hell. Station Manager 
George (lied) Jenkins, Dir. National Sales 




CBS 
NBC 



REPRESENTED BY 

GEORGE P. HOLLINGBERY COMPANY 
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KGON 

PORTLAND, OREGON 



Serving Wealthy Oregon 
and Washington 
24 hours a day! 




Piojieer Staffan Representatives Since. 1932 




f^G^T RADIO 

PliQjr**,? Sjt^tioO l?epr«e/rt^/vei Since? 1932 




"CALENDAR 



The "hen and where 
of coming events 



LOCATED IN 
MISSOURI'S 

BIG 

THIRD MARKET 

DOMINATES 

THE $3.3 

BILLION MARKET 
IN 

59 COUNTY 

PRIMARY AREA 

KWTO delivers 270°o more 
counties than the second sta- 
tion This means 145,573 

more population, 52,873,886, 
000 more C S I and 52,034, 
538,000'greater retail sales 

SRDS CM Dau May 63 

plus 

METROPOLITAN 
DOMINANCE 

The Morch, 1963. Springfield Mis- 
souri HOOPER shows KWTO with 
a 40.7% average shore of audience 
(7 a.m. -6 p.m. M-F). The second 
rated station delivers an average 
32 5% all day share. 




on 560 kc with 
5000 WATTS 

means it serves an area of 
60,000 sq. miles. It would 
take 590,000 watts — or 118 
times the power than KWTO 
to serve the same area at 
1260 kc. 



Contact: SjvjII, Gates 
formerly Pearson Njlion.il 
Rcpresentitives, Inc 




Springfield, Missouri 



SEPTEMBER 

Radio Advertising Bureau, management 
conferences. Gideon-Putnam, Saratoga 
Springs, NY, (23-24); O'Harc Inn, air- 
port, Chicago (30-1 October); Rickey's 
Hyatt House Hotel, Palo Alto, Calif. 
(3-4); Town House Motor Hotel, 
Omaha (7-8); The Executive Inn, 
Detroit (14-15) 

Nevada Broadcasters Assn., 1st annual 
convention, Hotel Sahara, Las Vegas 
(23-25) 

The Center for Hescarch in Marketing, 
conference on the dynamics of pur- 
chase hehavior in the N'cgro market, 
Overseas Press Club of America, Yew 
York (25) 

Assn. of National Advertisers, workshop, 
Nassau Inn, Princeton (26-27) 

New Jersey Broadcasters Assn., 17th an- 
nual convention, Colon)' Motel, Atlan- 
tic City, X. J. (30-1 October) 

Georgia Assn. of Broadcasters, regional 
meetings, Athens, Home, Thoniaston. 
Albany, Statesboro (30-4 October) 

OCTOBER 

Advertising Research Foundation, 9th an- 
nual conference. Hotel Commodore, 
New York (1) 

CHS Radio Affiliates Assn., 10th annual 
convention. New York Hilton Hotel, 
New York (1-2) 

Direct Mail Advertising Assn., 46th an- 
nual convention, Pittsburgh Hilton, 
Pittsburgh (1-4) 

Missouri Broadcasters Assn., annual fall 
convention, Missouri Hotel, St. Louis 
(3-4) 

Sales Promotion Executives Assn., 2nd an- 
jmal Southwest Sales Promotion Work- 
shop, Statler-IIilton Hotel, Dallas (4) 

Xincrieau Women in Radio and Televi- 
sion, east - central area conference. 
Coach House Inn. Milwaukee; New 
England conference, Chatham Bars 
Inn, Cape Cod, Mass. (4-6) 

Advertising Federation of America, Ttlf 
district convention, Memphis (.5-6) 

Nebraska Broadcasters Assn., annual con- 
vention, Scottsblull (6-8) 
Kentucky Broadcasters Assn., fall meeting, 
Dowtown Motel, Owensboro (7-9) 

International Film Festival of Xcw York, 
Barbizon-Pla/a Hotel, New York (8-10) 

Advertising Federation of America, 3rd 
district convention, Norfolk (TO-12) 

Alabama Broadcasters Assn., annual fall 
conference. Hotel Stafford, Tusca- 
loosa ( 10-12) 

American Women in Radio and Televi- 
sion, west central area conference, 
llolidav Inn South, Des Moines, low.i 
(11-13) 

Missouri Associated Press Radio-TV Assn., 
inert inc. Arrowhead Lodge. Lake 
O/ark (12-13) 

Society of Motion Picture and Television 
Kimincers, 94th semi-annual technical 
conference. Hotel Souutm-I, Boston 
(13-lSi 



Assn. of National Advertisers advanced 
advertising n'anagement course, Hotel 
Moraine-on-the-Lakc, Highland Park, 
Illinois (13-18) 

North Dakota Broadcasters Assn., 1 2th 
annual convention, Ray Hotel, Dick- 
enson (14-15) 

National Assn. of Broadcasters, fall con- 
ferences, Statler-IIilton, Hartford (14- 
15); Leamington Hotel, Minneapolis 
(17-18); Pittsburgh-Hilton, Pittsburgh 
(21-22); Americana, Miami Beach 
(24-25) 

Indiana .Broadcasters' Assn., 15th anni- 
versary convention, French Lick 
Sheraton Hotel, French Lick, Indiana 
(16-18) 

American Assn. of Advertising Agencies, 
central region meeting, Sheraton Ho- 
tel, Chicago (17-18) 

Texas Assn. of Broadcasters, fall conven- 
tion. Cabana Hotel, Dallas (20-21) 

Mutual Advertising Agency Network, 
meeting. Palmer House. Chicago (24- 
26) 

American Women in Radio and Televi- 
sion, board of directors meeting. Mayo 
Hotel. Tulsa (25-27) 

Institute of Broadcasting Financial Man- 
agement, 3rd annual general meeting. 
New York Hilton, New York (28-30) 

International Radio Television Society, 
newsmaker luncheon, Waldorf As- 
toria, New Y'ork (30) 

National Retail Merchants Assn., special 
seminar, Commodore Hotel New 
York (31-1 November) 

NOVEMBER 

Oregon Assn. of Broadcasters, convention. 
Hilton Hotel, Portland (1-2) 

Central Canadian Broadcasters Assn.. 
management and engineering conven- 
tion, Royal Y'ork Hotel, Toronto (4-5 1 

American Assn. of Advertising Agencies, 
eastern annual meeting, Waldorf-As- 
toria, New York (6-7) 

Illinois Broadcasters Assn., fall conven- 
tion. Chicago (7-8) 

Washington State Assn. of Broadcasters, 
fall meeting, Ridpatb Hotel, Spokane 
(7-9) 

Assn. of National Advertisers, annual 
meeting, The Homestead, Hot Springs, 
Ya. (10-13) 

National Assn. of Educational Broadcast- 
ers, national convention, Hotel Schroe- 
der, Milwaukee (17-20) 

The Television Bureau of Advertising, 
annual membership meeting, Sliera- 
ton-Blackstone Hotel. Chicago (19-21 ) 

Broadcasters Promotion Assn., annual 
convention, Jack Tar Hotel, San Fran- 
cisco (17-20) 

New York University's Division of Gen- 
eral Education, editorial workshop. 
Hotel Lancaster. New York (IS-20) 

American Assn. of Advertising Agencies, 
annual convention. Statlcr Hilton Ho- 
tel, Cleveland (20) 

National Academy of Television Arts and 
Sciences, dinner, Hilton Hotel, New 
\ork (22) 
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wttg is the only Washington television station with minutes consistently 
available in prime time. Huy WTTG's major coverage plan and you'll re- 
ceive 2 1 minute spots each week (Six A's and 18 B's). Use this plan for 
one week and you'll reach 5 1 ' r of the Washington area's television homes 
with an average frequency of 2.7 times per home*. In just four weeks, 
your spot will be seen in 80' r of these television homes 7.1) times per home*. 




minu :> 

Metropolitan Broadcasting Television 
A division of Metromedia, Inc. 
Represented Nationally by Metro TV Sales 



NSI. J«n Yvl (Sf»i-i;il AnnlyiU) 




Courtesy of The Detroit Institute of A 



" HEAD OF 
PAN" 

Pun, t'tfh ht\ \tm«}>\ tiufiS 

flHif hf fill Mtllh Ndv*, lltl.S 

tti\ltft\ L'h rfnlh in tin* Jttii 
r*-nl ir\ tt.C t,r,-rf t unljt- 
thrc, I tt\hum*''l in /'it nan 
itinrhh' u lilt ^nhiin-n-thlish 
I' htftt, if um firitltjhly 
11* it n} u tirmifi nfffi \rntn\^ 
a it\r vi ii£ a nymph. 



in a class by itself 



Masterpiece — exceptional skill, far-reacbkig values. This is the quality 
of WWJ radio-television service— in entertainment, news, sports, information, 
ami public affairs programming. The results arc impressive— in audience loyalty 
and community stature, and in VTTllf r TTT^TT T ri^VT 

.sales impact for the advertiser W WJcUNI VV WJ" I V 
mi WW| Radio awl Television. THE NEWS STATIONS 



leraled by The Detroit News • Affiliated \\ith NBC • National Representatives: Peters, Griflm, Woodward, Inc. 
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ARB-RKO 

join forces to 
study radio 

New research project 
tackles a top problem 




ARB's Jim Seiler (I.) and RKO's Hathaway Watson focus on Detroit 



AM MUCIN IllAKAllUl BtllKAl will 
enter tlit* field of measuring 
ladio audiences. The Ueltsville, Mil. 
win, long ;i lender in flu- television 
■'111, has been commissioned by 
IKKO General tn conduit ;i metho- 
dology study in tin* Detroit urea this 
all designed to evaluate tin* ust* of 
francs in measuring listening. 

The railio methodology test by 
• KB in Detroit could lead to a new 
local railio measurement service in 
>thcr markets hy 1964. if successful, 
It was reported. 

The test could also have other 
triplications since ABB will try 
wo diary formats, one for personal 
adio listening, the other to include 
v viewing, newspaper reading, and 
naga/iiie reading. Already. Nielsen 
»as entered the field of magazine 
mil newspaper measurement. Ai- 
red l'olitz, well known for his print 
neasureinents. is another providing 
lata for broadcast media as well, 
is is W. H. Simmons. 

Designing the methodolog\ test 
vill he K. II. Clay. AKK director 
if research anil production. The 
iroject was suggested hy l'rank 
Whin, BKO General director of 
('search and promotion. 



"Fur many years a subject of 
major discontent among broadcas- 
ters, radio audience measurement 
was brought to tlx- fore earlier this 
year when sweeping criticisms were 
registered before the House sub- 
committee under the leadership of 
Hep. Oien Harris. Since then, many 
actions have been initiated, in- 
cluding: 

Establishment of the NAB Kill- 
ings Council to make a complete 
sludy of radio .mil tv research, un- 
der West inghnii.se president Donald 
II. \lcC. union, who is also NAB 
research committee chairman. Their 
report is anticipated within the nevt 
feu days and is expected to make 
specific recommendation for stand- 
ards, auditing, etc. (see W.t>hiugttjn 
Week, Ffi September). 

Inauguration of a radio rating 
methodology study by K.ulio ad- 
vertising Bureau costing some .$'200. • 
(MX). The project is soon to begin. 
(KKO General Stations are mem- 
hers of the bureau 

Mcconimcud.it inns by the \nieri- 
can Association o| Aihtrtsing 
Agencies in a report titled "How 
\d\ ertising \gcncies K\ aluate V'tir- 
ioiis Types ot H.hIiii Bcscarih 



While pointing out deficient ies, the 
report did not suggest specific 
methodology . 

Launching of local market radio 
data by Sindliiiger. Highly praised 
by such industry loaders as \BC 
president Robert H. I'aule\ , Sinrl- 
lingei's first report, due this uei k. 
in Detroit. Data will include station 
audience measurement b\ I") min- 
ute periods, by sev, and where lis- 
tened. Detroit sample was some 
2.500 rpconnug are rc|>orts on 
I ,os \ngeles. Chicago. I '1 1 il.it It- 1 pi ii.i. 
and New York (the latter sample 
to be about *),D00 Snp|xirt for the 
data has come from Campbell- 
Kwald (for Cbe\rolet . J Walter 
Thompson lor Kurd . and Cbr\ s|i r 
Siudlinger plans demonstrations of 
the information ln-forc the I'edt ral 
Trade Commission ami the Harris 
subcommittee Based on leli pbon< 
iutirviews. the data pr>>\ulrs uifor- 
Ulatiou on newspapers, maga/iui s, 
.uul t\ as well Suulllllgi r plans 
include siirvex s four tim< s a \e.ir 
in It lilies, three turns \» irh m 
26 eil lev 

Disouilllmaiit e ot |<k.i| i nil ) rat 
nigs b\ \ ( Nil ls t H, ,uh1 its plan- 
ned switili to dwrii s lor ixtwirk 
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i idio n m .in li instead of andimf- 
tl is. 

In .immune ing the ARB project 
tnil.iv. U.illiawu) Watson, president 
of BkO General Broadcasting said, 
\\ c share the concern ol many 
broadcasters, agencies and adver- 
tisers with respect to the adequa- 
cies of presently available radio 
.mdience information. While this 
project will be limited to a single 
major I . S. market, we are confi- 
dent that satisfy in" results from this 
test w ill result in extension of the 
methodology by ABB to other mar- 
kets, and could result in a new 
syndicated local radio measure- 
ment, providing more complete, 
valid, and reliable audience esti- 
mates than have been available be- 
fore. Wc are especially pleased that 
as part of this lest, radio's impact 
on an area beyond the census-de- 
fined metropolitan market will be 
examined." 

RKO General's participation will 
he limited to financial support of 
the test, and interest in develop- 
ment of radio audience estimates, 
not in design of the survey, 

ABB in the announcement said 
the stnd\' will be based on a con- 
cept designed to measure individ- 
ual listening. It questioned whether 



"Jinnies reached,' and other tech- 
niques could provide valid esti- 
mates of the total radio listening 
audience. 

ARB director James Seiler said 
the transition of radio listening to 
a personal activity necessitates a 
new approach. "The essence of the 
approach is dial the sample, the 
measurement technique, and the 
final results are defined in terms of 
persons rather than in terms of 
Ironies." 

The primary purpose of the ABB 
study is to provide estimates of the 
total radio listening audience, de- 
fined as listening by persons 12 
years of age and older, which oc- 
curs on any type of radio set, home 
or away. To qualify, a person must 
listen for five minutes or more dur- 
ing a measured period. 

The test will attempt to develop 
estimates of radio audience for De- 
troit stations as follows: 

(1) Average daily quarter-hour 
audience, by one-hour periods, 6:00 
a.m. to 6:00 p.m., Monday through 
Friday: Saturday and Sunday sepa- 
rately. 

(2) Average Monday-tbrougb Fri- 
day quarter-hour cumulative audi- 
ence, by one-hour periods. 6:00 a.m. 
to 6:00 p.m. 




(3) Average Monday-through-Fri- 
day quarter-hour cumulative audi- 
ence, 6:00 a.m. to 6:00 p.m. by one- 
hour periods. 

(4) Average quarter-hour audi- 
ence for each day, by one-hour pe- 
riods, 6:00 a.m. to 6:00 p.m. 

The reported estimates will he 
specified in terms of "total number 
of persons reached" and also by the 
following asje and sex groups: 



Total 
Persons 



Male 



Female 



12-17 
18-34 
35-50 
50 plus 



12-17 
1S-34 
35-50 
50 plus 



12-17 
18-34 
35-50 
50 plus 



ri) I \ M 1 \ Tl, 1)1 \HIKS: [■: II. CU> (0. AMI dir., resvm-li prodmtion. U.is d<si K m,l 
in dir. | r |<, n |,s| tni I r.iuk Hwimi (t\ Hk'O (Uiurnl dir.. iccjrrli .Mid promotion 



When appropriate, "at home" and 
'away from home" listening audi- 
ence estimates will be shown. 

Demographic characteristics of 
families from which respondents 
are selected will be obtained to 
show family size, number of per- 
sons in household (12 years old and 
older) age and education of house- 
wife, and occupation of male head 
of household. 

To develop a profile of radio set 
ownership in the Detroit market, 
data will be gathered relating to 
the total number of working-order 
radios in the respondent's family, 
and identification as to those equip- 
ped to receive fm broadcasts, the 
number of working-order portable 
(cordless) radios, and the incidence 
ol car radios among those respond- 
ents that have ears. 

The survey area for the radio test 
is identical to ARB's current defini- 
tion of the Detroit television mar- 
ket. The sampling frame will con- 
sist of residential listings in tele- 
phone directories covering the nine- 
teen counties which make up AHEfi 
definition of the Detroit market. 

ABB said that although the re- 
ported estimates will show only the 
listening habits of the telephone 
population from a statistical view- 
point, these estimates will be con- 
sidered applicable to the entire uni- 
verse. The assumption is that listen- 
ing patterns of the telephone pop- 
ulation adequately reflect those ol 
the total population being mea- 
sured. To the extent that listening 
by the unlisted telephone popula- 
tion and the non-telephone popula- 
tion differs from listening by the 
listed telephone population, thi; 
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assumption mas not he \ «did. 

Tl if decision In test .1 11 in It i media 
tli.irv Idr hImi measuring radio hs- 
priiug. .is opposed to oiilv .1 radio 
diary, was httyttl tin tun factor*. 
fcHli li.is been testing and compar- 
ing both .single medium and iniilti- 
ncili.i diaries iur .ilmost .1 \Vtir. In 
prins of tin 1 \alidit\ ol the re- 
sponses, onr ol the most suetcsslul 
nl tin 1 diaries tested lias been a 
personal dinry which asks lor re- 
sponscs relating to radio listening, 
television viewing, and newspaper 
and m.ig.i/iiie reading. 

\ second reason lor testing die 
knit i-incdia diar\ is related to the 
principles ol sound questionnaire 
design. In structuring a qnestion- 
naire for measuring a particular 
activity, it is considered good prac- 
tice to ohscnre the activity under 
observation by cither asking open- 
Ind questions, or asking <|ncstioii.s 
which give the respondent a series 
ol alternative answers Irom which 
lie can make only one selection. 

Srrt'ii-tlny radio ttinry 

\ seven-day radio diary lias liccn 
designed to obtain open-end re- 
sponses for a respondent's total 
radio listoiring. To attain this ob- 
jective, the diary has been con- 
structed so that the respondent can 
indicate, for each of his entries, 
whether his listening took place at 
home or away from home. Since it is 
estimated that car radios account 
for over IV r of all working-order 
radios in the country, the "a\va\ 
from home" section of the dian has 
Been divided to obtain responses 
for "ear" and "other." 

The seven day multi-media diarv 
has been designed to obtain open- 
end responses for railio listening, 
television viewing, newspaper read- 
ing and magazine reading. 

reports that return rates lor 
multi-media diaries are somevvh.it 
lower than those for single medium 
diaries, therefore, in the test the 
multi-media diary placement will 
be proportionately higher than the 
placement requirement for tin- 
radio diary. The overall placement 
requirement for both the multi- 
media di.iries and the single-niedi- 
um diaries will he 2S(X) di.iries. 
AHH will use two types of of spc- 
. eial surveys for validation studies 
1 of the radio and the multi-media 
diary stirvovs. ^ 



Y & R's Lang hi off urges 4A 

to examine role of computers 



Tin eon mi vi nous of sin. ill as 
well ,i> Luge atb citlsitig agcu 
lies in Use ol tlie Computer to keep 
abreast <l ionqn 1 1 1 ■• >ir. was 
stressed I'rid.iv hv l)i 1'eti I I.ang 
boll % omig i\ Kulmam v p. ,uid 
u'se.iicli directoi while .nidi cssiug 
• i session ol the western division 
ol the I \ .it the M.ilk Hopkins 
I lotel in S.m I'V.nri ist o 

lie .dsn dwell at length on 
ViNlls experience, results, .old In 
tine possibilities Irom compnti i 
use. The agent v pioneered in this 
innovation when it put the fust 
liiuipiitcr into operation in the 
advertising indnstrv ( Kt niiiigtiHi 
liand I'nhae I'ile — Computer Data 
Sv stem— Model it I ) ») Slav lWO 

In pointing out small agencies 
could maintain and improve their 
positions, lamghofl said that "fears 
that computers will drive small 
agencies out ol business air .is ill- 
lounded as the notion that media 
hovers will become victims 
of technological imetnplm inent. 
( v )nitc the contrary is tine in both 
cases. The lunition ol the media 
planner, coupled vvitb the com- 
puter, is raised to a skill of higher 
order. The same is tine of .igcncv 
service." 

However. Ire warned that "il 
both or either choose to ignore the 
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Philip Morris' pleasure pack 

I'liilip Mum's llrit fall "ill olfrr a "ft 
I'lvaMirt' I'nck." as n part it ip.it ini: spon- 
sor in soon oiit-lmiir I'lUcrtaiciiiit-iit 
sliovss. a lialf-limir niclitK news prinir.mi. 
phis ils ci^litli \r.ir of M'l urii least'. 



mi vit. dili tin \ will In (nun' tin 
v ii tuns of progn ss 

I.augholl s.nd h< M.di/id tl< li 
i i.i tit. i.i I problems I. ii'il hv sm.dli r 
agi in li s in oiitnglit nvv in i ship o| 
the computer .mil n i iiiiiini udi <l 
i ousidi t.itioii o| ,iii nidi pi udi lit 
sel v ice .is ,i solution .it |< isl hi 
tin- piesent 

I li preilli ted th.it the time is 
not too l.ir (list, mt when \kH will 

ileVelop ,i svsteiu wlnrebv Us 

iliniii stu .iiid iiitini.itioii.il olfuis 
will be ,ible to t.ike ,idv, mtage ol 
I In \evv \ oi k based i i injiu !• l ( Mi 
ter 

( 'omiiieiituig on the possible fu- 
ture role pl.ived bv I \. l-iiighoil 
s.iid: "It is lloili too soon lor the 
Viiiirii.m Assoc i.ition ol \dverliv 
lug Agencii s to examine it% role 
in this drama of men and elei tronn 
machines, l'erilaps there might be 
established a standing Ciiiiiiuittet 
on ("oinpnler \ilnmiistr.ilion .uid 
Tei hiiolng\ . Its field ol iipportumtv 
is substantial. We niav hope for 
such leadership ami activitv to \ 
pedite the best in the new tech 
nologv to be shared bv all agen- 
cies " ^ 

People principal ingredient 
in advertising, Steers says 

\ leading New York evetntivt bis 
warned that the advertising world 
ma\ be in danger of overlooking 
tlie baste UK's of good advertis 
nig. \ildressiiig ,i joint hmiheoii 
iiieeting of the Detroit \d Club and 
the Viidit bureau of (art illation 
board ol duct tors Willi mi h. 
Steers, president ol Dolitrtv ( hi 
foul. Steers i\ St In nfn Id. s ml that 
in tins age ot the computer and tlx 
statistic, we have Ix-gini to lost 
sight ol the principal tilgn dn lit in 
advertising people .mil the roh 
t Ins plav in advi rtisiug 

I In re are two kinds of |v ople I 
Icbevi desirvc onr sjviiil ion 
sideratinii " Ik loutinued "tliosi 
who ii ad tin ads and thuse wh 
■ r< ate them 

I tlllllk we an ti inline to forget 

that tin most iui|>ort nit thing is to 
kuow tin people wi are trv nig to 
si II Our first UK", is to kn >vv 
p< opli not oiilv st.itistn alb bit 
dsn 1 lO'tioii i||v \re wi 111 onr 



FCC confirms '62 results: 

Tv Advertising at peak 



|>li -uetnpatioii with new ways of 
loiintiiiu noses, forgetting to count 
lieu tin «it.s, J Are we pushing into a 
Ii.k L drawer such considerations as 
wli.it do people want? What do 
I hex expect? What makes them 
think and react the way they do? 

"Let's remember that advertising 
is selling, ami selling is persuading," 
lie added. "In order to be persuasive 
with another human being, you 
have to get that other human to 
like you. And to achieve that usu- 
ally requires a mutual understand- 
ing that can come only from close, 
personal exposure. Hut advertis- 
ing must do its persuading long 
distance — and on a mass scale — so 
tin 1 ultimate personal touch is never 
quite possible. We must remember 
that our ability to get close to the 
consumer — to win his regard — to 
persuade him — depends ultimately 
on our own ability to judge what 
makes him tiek. Our ability, if you 
will, to anticipate his frame of 
mind." 

We live today," he- continued, 
"in the age of the measurable sta- 
tistic. A measurable statistic, per se, 
is fine. A statistic is a very useful, 
usable tool — a relatively easy tool to 
use. And this may point up the in- 
herent danger lurking in a statistic 
it max be too easy a tool. In ad- 
vertising, are we in danger of fall- 
ing in loxe with the measurable 
statistic, and of using it in favor of 
anything else? As practitioners, are 
we in danger of coming to rely too 
much on the statistic — or retreating 
to it when in doubt — or searching 
through a pile of facts for a statistic 
w Inch we can use as a 'crutch' for a 
decision? Or even in place of a deci- 
sion? 1 thjnk wc may be." ^ 



EvEUYiuiNC was up in 1962 tv, the 
FCC reports in its tv financial 
data for calendar 1962, released last 
week. Revenues surged to a new 
high of nearly 1.5 billion dollars, 
and profits hit S31 1 million, in spite 
of expenses for the industry of $1,- 
174.6 million. The year's cheerful 
record made op for 1961, when pro- 
fits lagged $7 million behind 1960. 

Total revenues for tv, including 
major nets, their 15 owned stations 
and 539 other tv stations, xvere 
$1,486.2 million, up $167.9 million, 
nearly 13 per cent over 1961. Profits 
before taxes of $311.6 million xvere 
nearly one third higher than the 
1961 income of $237 million, which 
had dipped from 196()'s 244 million, 
largely due to nctxvork rex'enue fall- 
out. Over a ten-year period, rexe- 
nues have increased about 4'A times 
and profits about 5J* times, FCC es- 
timates. 

In general, 73 per cent of total 
tv revenue came from time sales, 
and 27 per cent from sale of talent 
and program material to adver- 
tisers. These were the same propor- 
tions as in 1961, and marked a break 
in the increasing percentages made 
by talent and sundry sales prevail- 
ing in recent years. The levelling off 
did not hold for networks — they 
made 5S.7 per cent of their rex'enue 
in this category, continuing upward 
trend from 1959 share of 49 per 
cent and 1961 share of 57.4 per 
cent. 

For the first time, sales of non- 
network time to national advertisers 
exceeded network time sales $539.5 
million to $521.5 million, out of 
total of $1,035 million in time sales 
(before commission deductions to 
agencies and reps.) Sales of non- 
network time to national sponsors 
accounted for about half the $14.5 
million increase over 1961 time 
sales total. 

FCC breakdown on time sales 
shows total industry take after 
deductions of commissions for 
agencies, reps et al, was $1,083.4 
million lor all sales, net and non- 
net, up from 1961 total of $962 
million. Nets took in $520.2 million 
on time sales, paid out 36.1 million 
to t»6eo stations, $164.5 million to 
alfiliates. and 77.9 million in com- 



missions — retaining $241,7 million 
out of the network time sale total. 
Owned stations kept $160.8 million 
and other stations $680.9 million, 
after deducting commissions. 

Non-network time sales were 
$782 million in toto, with national 
and regional adx'ertisers accounting 
for $539.5 million and local adver- 
tisers $242.5 million. The 15 net- 
owned stations made $114.8 million 
in national and regional non-net 
sales, and $8.4 million from local 
sponsors, for a total of $153.2 mil- 
lion. 

Industry rex'enue from sales of 
talent and programs was $322.5 mil- 
lion, plus $80.3 million in other 
miscellaneous sales, totalling $402.8 
million from incidental broadcast 
actixities. Nets made a substantal 
$343 million from talent, program- 
ing et al, out of the entire industry 
total of $402.S million. Net's o&o's 
made only $8.7 million and the 
other 539 stations made $51.1 mil- 
lion on the sale of these sundries. 

About the networks: networking 
per se, by the three majors, without 
owned station revenue, brought in 
before tax-profit of $36.7 million. 
Revenue was S5S4.7 million, and 
expenses were $54<S million. Net- 
working profit figure is a good lift 
from 1961 profit" of $24.7 million. 

Nets and 15 owned stations had 
revenue of $754.2 million, up nearly 
12 per cent from 1961 total of 
$675.3 million; expenses were 
$642.S million, up 9 per cent from 
1961's expense of S5SS.3 million. 
Income before taxes for nets and 
their stations: $111.4 million, up a 
resounding 28 per cent from $87 
million in 1961. Other stations, in- 
cluding VI IF and UHF (latter had 
a surprising surge, with a group of i 
83 ultra highs reporting $34.4 mil- 
lion revenue, axeraging $415,000 J 
per station) made $732 million rev- j 
enue, up nearly 14 per cent oxer 
1961; their expenses were S531.S 
million, up nearly eight per cent, 
and profit before taxes of $200.2 
million, up a substantial 33.5 per 
cent over 1961. Ultra-highs will 
gloat over 250 per cent increase in 
before-tax profit, to $900,000 in 
1961. over 1961 loss of $600,000 to 
the group. ^ 



Disclaimers not enough 

\ disclaimer clause *vill not do." 
So stated former Harris committee 
investigator Robert K. L. Hichard- 
soii at Dallas Radio Advertising 
Bureau session. To be safe, broad- 
casters should use no rating* at all 
until VVH or government bus s\s- 
tem of auditing, or use ratings 
only after taking precautions as to 
tlicir validity. Precautions include, 
he said, having a qualified stall 
person "reproduce the ratings re- 
port in csvry detail," plus analysis 
of sample, weighting and editing 
procedures. He added he was im- 
pressed hv II y, approach to the 
problem of radio incasm curcnt. 
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40 YEARS OF 

PROGRESSIVE BROADCASTING- 
WTAR"^ Voiol */> JMwahuL- 

ONE OF AMERICA'S GREAT RADIO STATIONS 
Air EAitw Sepl. 21, 1923 
NORFOUCNEWPORT NEWS, VA. 



ADVERTISERS 



MORE THAN 
MEETS 
THE EYE 




\V. |{. COLVIN, hi IV 1,1 yenrs, (lu- last 
six with Tvll, with fwo-year iuti'i ruption 
to head advertising and sales pronm- 
linn at WliZ-TV, Hoston. Lour intereytcd 
in sales psychology. In- here explores a 
theory lie says he has been "carrying 
around for .some time." 



\\ . B. COLVl.V 

Yice-Presulent — Member Services 
Telt'vfoion Bureau of Advertising 

Faili'Hk to accomplish the adver- 
tiser's desired go;ils is more often 
a lack of understanding of the tele- 
vision medium and not a failure of 
the medium to Jo the job the adver- 
tiser needs clone. 

Years ago many advertisers 
wouldn't use television beeause, as 
they put it then, "I must demon- 
strate my produet in order to sell 
it." ( Often it is best to demonstrate 
the effect that using the product has 
upon the user.) And, there are still 
those who say today, "television 
isn't for me, I can't put as many 
items in a commercial as I can put 
in a full page ad." 

In their era these statements may 
have been true. Hut, they were true 
not beeause they revealed a basie 
inability of television, but because 
at that time they revealed the basic 
inability of people both in television 
and outside television, to capitalize 
upon an elementary function of the 
Imuran mind. 

Television often fulfills an adver- 
tiser's objectives in a way that is 
unique to television and therefore 
foreign to all other media. Recog- 
nizing what makes television unique 
and learning bow to use the unique- 
ness of television is often all that is 
needed for the advertiser to suc- 
ceed. 

The facts that once eluded us are 
more clear today. However, accom- 
plishing the desired results with 
television requires an awareness of 
the existence of a faect of the hu- 
man mind whieh responds to the 
abstract stimulus, a quality present 
in the television medium. Although 
a lew years aco sueh a claim might 
have been shrugged off as just so 
much "advertising-case" it is quite 
possible this very faetor is respon- 
sible for much more of the suc-ecss 
currently being enjoyed by tv ad- 
versers than sonic imagine. 

Look again at the reasons early 
advertisers gave for not using tele- 
vision, lvaeh makes a common -do 
nnmouator assumption — that prod- 
uct or service selling is the shortest 
and most direct route 1 to increased 
sales. Although on the surface this 
appears to he sound reasoning it 
may be that sales success is also de- 
rived from another source as well 




Source: V. S. TcU-Scrvice 




Television's unique ability to motivate 
the viewer by the depiction of "parallel 
experience" scenes is well illustrated 
by the current licit/. Rent a Car com- 
mercials which stimulate the mind 
by putting "you in the driver's seat 
today." 



10 
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I o contend, as an a< Iv t'rl im'f siihic- 
linu'S does, thai he wwn'l ns»* tele- 
vision because Ik- cnni put into .1 
one-minute ciiMiiiicrci.il .is maiiv 
items ,is lie fill 1 put into .1 lull page 
ml is 1 .1 1 1 ( . 1 1 1 it > 1 1 1 1 1 to saying, "tele- 
vision is just .mother newspaper" 
Or. saying, "to ser\c my ach crtising 
needs, television must sell like .1 
new sp.ipcr." 

Despite the lact both base iiuir 
wheels, the .uilniiiohilc didn't ills 
pi. ice (he buggy because it \\ .is 
similar hut heeanse it was vastly 
better. 

Hecanse tlic contention dillcis 
from the older and more familiar 
ways of selling the premise that 
television sells by motivating people 
in a way that is nniipie to tcle\ ision. 
still lias not found widespread ac- 
ceptance among advertisers e\en 
today. Particularly advertisers at the 
local level who feel thev "know 
their customers " I letter than anyone 
else. The point is. do they "know 
people?'" Some of the difficulty is 
hound tip in the word, selling. The 
connotation of this word has been 
widek expanded in recent years. 
Once its meaning was limited to the 
simple tran.saction wherein money 
was exchanged for goods ol eipial 
tabic. The "value reee-hed" con- 
cept. 

Today, the statement. "I'll buy 
that, applies often as not to the ac- 
ceptance of an idea. And. it is this 
kind of "\ iewcr buying — the buy - 
ing ol an iilea — that makes tele 
\ ision the persuasion instrument 
par excellence. 

However, hecansc idea buying, 
on the part of the viewer, can be ac- 
complished cijjicoinitant w ith protl 
net selling on the part of the advoi 
tiscr. many tv advertisers obtain 
their desired sales goals believing 
that they did so by concentrating 
entirely on product selling. Hut. it 
is quite possible that their results 
may have been gained in another 
way. and although (he advertiser 
appeared to In* cencentr.il ing upon 
product selling, he may ha\e pro- 
fited to a far greater degree, be- 
cause ol television's abstract stimu- 
lus, by giving (lit* viewer r«'asons ti) 
"buy an idea." And. the idea which 
the viewer bought, hrctimr it ium 
lis own, became a more potent and 
persuasive message force than the 
advertiser's efforts to sell his pin- 
ducts and actually enabled the ad- 




1 In' 11 1 > 111 1 rcnouib ti> aSstrni t ttiniiilii*. 
a\ wiln«»*» tin" \cr»\ (lc*ic« - "f ciuplia- 
\i/im; »iiniilk'il* of |n*rtiirin.iticp 1> s 
caAtinu a iliiuipaii/rc lis the niHTtilnr 
■if a <nt>viim iimcliiiic in a liii»iin**» 
otfiic. Musical. |MrtM|>*, hut i-ffriii'r. 
(lie T\ B » ice prCMilf ill twlicvo 



\ >i t isri to si II 111 re prm lilt Is 

\\ h\ « b m "s sin h phi in 1111 11 1 

I m ill'' 

I lie aliswei In this i|iiistniii 1 
dsn one of the 1 hit I if.istins whv 
teli \ ismn is nun 1 ■ 1 1 

II is said that tin 111 st p< v\< 1I11I 
bine 011 earth toda\ is nut tin \ 
Hiimb or tin 11 Hninh Iml ,m uh 1 
whnsi time is nou \ 1 it I 1 lar '1 
measliie ol televisions suit ess ill 
t< rnis nf 1 >« 1 1 ■ - 1 1 1 \ and pnvvi 1 is 1 \ 
plained b\ tlie.ihstr.nl stiiiiulns ill 
In rent 111 tilcvisnin whnh uiikis 
\ lewtis into "idea bll\« rs \ I it 1 be 

( anse of its 11111-f p 1.1 lb 'i I .il >il it \ In 
bister vhil hui/lll ' teli \ Isinil is like 
no ol. In r advertising im diiiiu in e\ 
Istence 

Hut. let's return to inn qiiistiiui 
How is it possible Inr .1 television 
advertiser wliu is snt crssfnlh sell 
ing priKlmls. and is increasing Ins 
sales .is a result of his prodnit sell 
inH eflnrts. to obtain at the same 
time, even greater sali s belli lits bv 
also selling an idea (hat he 111. iv not 
be 0 luscious of selling but is never 
tbelcss a more persuasive lucssagi 
force than the actual prodnt t hnv 

II ilc points he is using -1 

The reason is because v u-vv 1 rs 
tend to create "parallel evperieiui 
scenes" in their minds when v isiialh 
confronted In scenes which tlepict 
scenes thev have experienced or 
that (hey might like to experience 
regardless of whether the seem ih 
picled is logical, realistic or basi d 
upon fantasv . K\\ adv erliser in i\ U 
noted lor "putting people iulo tin 
driver's seat" lint it is doubtful that 
in reality . he docs it In levitation 
as clrpicfed in his commercials 
Nevertheless, the "parallel cxperi 
encc" principle applies 

Nor is the ability of tin \n \\n 1 
create a parallel txpcmiici scent 
in his mind limited to the use of ac 
dial or real people. Instead, it cle 
ponds upon the so lie Itself II (hi 
scene depicts espern nc rs tl il an 
logical to lilt' viewer or if it depicts 
scenes winch, presented as fantasv 
appeal lo the v iewer s desire to p ir- 
I H ip. ilc in a similar or c < unti rp.irl 
seem tin 11 the viiwtr accepts the 
lact that he "could be" a partici- 
pant in such a set in and Ins ,i_s 
sinned par til ipation bt comes, m his 
mind, a paralh 1 c\pt rienci- 

For 1 sample, .1 1 liiinpan/ee op< r- 
ales a copvmg mac lime Is this a 
logical scene' No Hut. through 
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i ,ilit\ of simplicity the scene de- 
picts lo^ie However, the logic was 
mil achieved In declaring in so 
in.iin words that I hp machine was 
simple to operate. Bv the use of a 
st cue which depicts tlie logical sim- 
plicity of the machine's operation, 
the coninierei.il invites the viewer 
(o create a parallel experience 
scene and "liny the idea" that it is 
reasonable to conclude the machine 
is so simple to operate, "a person 
can even train an animal to do it." 

The scene or setting; in which the 
commercial action takes place acts 
as a catalyst to the abstract stimu- 
lus which in turn triggers the paral- 
lel experience principle and invites 
the viewer to formulate an idea 
which he then "bins" as his own 
idea and uses as the basis for draw- 
ing a personal conclusion. Thus, it 
is possible for a tv advertiser to 
"sell" more than just the product he 
features in his television commer- 
cial. 

Take a supermarket commercial 
that uses a picnic setting. Feature as 
the product for sale, a well known 
brand of potato chips. Now, let's 
explore how the abstract stimulus of 
television and the parallel experi- 
ence principle function. 

Invites participation 

As tlu> picnic scene unfolds on the 
screen, the viewer tends to "join in" 
on the basis of, in tin's case, the pre- 
sentation of a scene w ith which he 
is familiar. (This is the abstract 
stimulus at work.) His mental par- 
ticipation leads him to create a 
parallel experience with him as the 
central character. From his paral- 
lel experience he formulates an 
idea Sanulij. that a )iicnic menu of 
nothing h\il potato chips is not com- 
plete. 

ll< now proceeds to (haw a per- 
sonal conclusion — the menu should 
be "filled out." \nd, (his he pro- 
ceeds to tlo, subconsciously, to suit 
his ovv n personal tastes. 

Now, what is the value to the 
supermarket advertiser:* The value 
cati be considerable, and here's 
win. By prominent 1> featuring a 
well known brand ol potato chips 
in a pa nic si-fting and, because the 
supermarket advertiser ;ijs«i sells 
othif "picnic onentcd" products, 
the commercial that made use o! the 
picnu selling w ill impart extra mes- 
sage values to (he v ievver. W hen the 



viewer next thinks about having a 
picnic, he will recall the picnic 
scene, not as be saw it but as he 
created it in his parallel experience. 
I le w ill visit the store that "staged 
the picnic scene" upon which he 
bused his own parallel experience, 
and, buying bis earlier idea about 
the incomplete picnic menu, will 
proceed to "fill out the menu" to suit 
his personal taste as he did origi- 
nally using other picnic oriented 
products sold by the supermarket 
advertiser. 

The same theory applies in the 
case of a store that bas "many items 
and departments to sell" and does 
not feel it can use television be- 
cause, "I can't put as many items in 
a television commercial as I can put 
in a full page ad." Wc might add, 
"you not only can't and shouldn't 
but you don't need to when you use 
television." 

The reason this is true is best ex- 
plained by the fact that an adver- 
tiser who uses television consis- 
tently over a period of time, fea- 
tures a variety of products, custom- 
er services and benefits, different 
departments stud other prospect- 
oriented buying points — but at the 
same time is never able to feature 
all he has to offer — will usually find 
that his advertising- to-salcs-ratio is 
favorable ami he is rewarded by in- 
creased sales. 

But, as pointed oiit earlier, his 
success is only partly due to the fact 
that he is using a "products and 
services" — or, practical, to him — 
selling approach. 

Because the ahstract stimulus not 
only invites the viewer to collabo- 
rate bnt also to elaborate the con- 
cept of the total store can he con- 
veyed without necessarily devoting 
(i commercial to each department 
or tilling to cram into one commer- 
cial the same number of items that 
ran be placed in a fall-page ad. 

Much of the advertiser's success 
can be traced to the abstract stimu- 
lus not only because the products 
featured in his commercials depict 
a multiplicity of product scenes and 
in-sloie scenes, but because then 
trigger an even greater parallel- 
experience effect due to the im- 
plied relationship of the featured 
products. For example, featuring a 
buttery operated pepper mill and 
the latest washer-dryer combina- 
tion in the same commercial lends 



to invite the viewer, from bis own 
parallel experience scene, to formu- 
late the idea — "this store offers so 
much variety it must carry many 
more items than it features" — and, 
buying bis own klca, draws the per- 
sonal conclusion that, "this store 
would probably be a good place to 
go shopping for practicallv every- 
thing." 

Take the case of a store that con- 
sists of fifty departments and dur- 
ing a six-month period runs 10 com- 
mercials per week. But, although 
when combined, the items and serv- 
ices that were featured represented 
lOO*^ of all the customer services 
offered by the store, only half the 
fifty departments were included. 
What viewer conclusions about the 
"total store'' would be invited? 
Many prospects might conclude 
that the store was only half the store 
that store management knew it to 
be. 

By failing to present a wide va- 
riety of related product scenes that 
would encourage the viewer to "fill 
in the menu" via the parallel ex- 
perience principle, thereby formu- 
lating the idea that the store no 
doubt offi red much more than it 
featured and, buying the idea, draw 
the personal conclusion that "the 
store would be an ideal place to 
shop for everything," the advertiser 
(ailed to profit from the abstract 
stimulus. 

Viewer elaboration encouraged 

The secret of reaping maximum 
sales benefits from television's ab- 
stract stimulus and capitalizing up- 
on the parallel experience principle 
lies not only in presenting a multi- 
plicity of varied commercial scenes 
hut in depicting scenes that encour- 
age tlie v icw er to expand or elabo- 
rate upon the scenes presented, by 
creating bis own parallel experience 
scenes, thereby formulating in his 
mind the idea, which idea he then 
"buys" because it is his own idea 
that each commercial actually de- 
livers to him a fuller message than 
it appears to contain. 

By letting the viewer not only 
participate in the commercial scene 
hut also expand upon the content 
of the commercial itself, he is then 
in a position to gracefully accept the 
sales story from the salesman to 
which he is most vulnerable . . . 
himself. W 
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HICH 
BRAND 
DO IOWANS 
PREFER? 



Despite all the data that floods out of research these days, some 
people still have strange ideas about the Iowa market. 

Some people think that Iowa is strictly a farm state. The fact 
is that Iowa's income is greater from industry than from agri- 
culture. Some people also think that Iowa farmers have less 
money to spend than city people. The fact is that our farmers' 
average income is actually $14,700 per year! 

Thus Iowa is, or could be, an almost ideal market for any 
product you make. So if your sales in Iowa are better than your 
competition's, it's because you are doing a better job of mer- 
chandising. If they aren't . . . well, you figure it out. 

In some time periods, WHO-TV offers you the best TV values 
in Central Iowa. In others, not. The important thing, however, 
isn't which stations you use in Central Iowa. The important 
thing is to get your share of the tremendous sales. Ask PGW. 

CHANNEL 13 • DES MOINES 
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The Royal Embassy of Saudi Arabia 



His Excellency Sheikh Abdullah Al-Khayyal, 
Ambassador of Saudi Arabia, with his 
youngest daughter, Jasmine, at the 
entrance to the Embassy . . . another in the 
WTOP-TV series on the Washington diplomatic scene. 
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NBCand/CBS / 

Shows are on /j 

WAPI-TV ;F 

BIRMINGHAM 





When you place a schedule in the Birm-/ 
ingham market you can be sure that there 
are no "weak" nights on WAPI-TV. Check 
this impressive list of greats. And too, 
WAPI-TV has the best movies frorrj every 
major feature film package. 

/ 



ft Bonanza 

ft Richard Boone 

ft Beverly Hillbillies / 

ft The Lucy Show 

ft Andy Griffith 

ft Perry Mason 

ft Dick VanDyke 

Show 
ft Red Skelton 
ft Garry Moore 



ft The Virginian 
ft Mr. Novak 
, ft Danny Kaye 
ft Rawhide 
ft Dr. Kildare 
ft Bob Hope 
ft Joey Bishop 
ft The Defenders 
ft Gunsmoke 
ft NFL Pro Football 



ft NCAA Football 

ft The Merv Griffin 
Show 

ft As the World Turns 

ft Huntley-Brinkley 
Report 

ft The Lieutenant 

ft Espionage 

ft Eleventh Hour 



Sf* WAPI-TV @> 

BIRMINGHAM, ALABAMA 

REPRESENTED BY HARRINGTON. RIGHTER AND PARSONS. INC. 
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ADVERTISERS 

Sponsors up net tv ante 

Bristol-Myers and Procter & Gamble lead the way 
as gross time billings increase 6% in first half 



Pulp In Bristol-Myers mid Proc- 
ter is C.unhle, w hich joiutlv in 
creased their spending In" some 
SS.4 million, network tv uross time 
hillings moved ahead fi.() r r in the 
first hall of U)GH over the like 
|)erio<l .1 year a^o. Ainontf the top 
25 advertisers for the medium re- 
leasee! hy Tvli, seventeen increased 
their spending from 1902. while 



eiliht show ed del lines. 

Bristol \|\crs muss hillings in the 
first hall were § 1 ."5.3 million, com- 
pared with $10.1 million ,i vear ago. 
The rapid inn-ease h\ the company 
is not new, having expanded its 
use of t\ advertising in the past 
\eav. Spot tv hillings also show 
heavv increases' ail.iin this vear. 

Procter \ Gamhle network hill- 



inHs m tin- fust h.dl rosi to S2*> 1 
million fiom S2l.'l million .i \eir 
aj*o. ( )l (In- i n«lit ad\ ertisi rs w hose 
network spi ndum was reported 
down none was los1 to the total 
medium. Ml showed In av ii r use 
ol spot tv . Those show nit" det liitfs 
.■nit mi* the leaders, wen ( olij.ili 
l'alnifiliv e. I aver Brothers (iiinr.il 
Foods, Ford Motor, Brown and 
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SOl'tlCK: TvB/LNA-BAR 

ESTIMATED EXPENDITURES NETWORK TV ADVERTISERS 
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PRODUCT CLASSIFICATION 

Agriculture & Farming 

Apparel, Footwear & Accessories 

Automotive, Automotive Accessories & Equipment 

Beer, Wine 

Building Materials, Equipment & Fixtures 
Confectionery & Soft Drinks 
Consumer Services 
Drugs & Remedies 
Entertainment & Amusement 
Food & Food Products 

Freight, Industrial & Agricultural Development 
Gasoline, Lubricants & Other Fuel 
Horticulture 

Household Equipment & Supplies 
Household Furnishings 
Industrial Materials 
Insurance 

Jewelry,- Optical Goods & Cameras 

Office Equipment, Stationery & Writing Supplies 

Political 

Publishing & Media 

Radio, TV Sets, Phonographs— Musical Instruments, Accessories 

Retail or Direct by Mail 

Smoking Materials 

Soaps, Cleansers & Polishes 

Sporting Goods & Toys 

Toiletries & Toilet Goods 

Travel, Hotels & Resorts 

Miscellaneous 

TOTAL 



Jan.-June 1963 


Jan.-June 1962 


°o Change 


$ 24.400 


$ 81.845 


70 2 


4,730,500 


4.665,927 


1.4 


28,772,100 


24,905,093 


ice 

15.5 


3,655,600 


4,058,424 


9 9 


4,958,100 


3.025.070 


63 9 


10.553,100 


13.999,742 


24 6 


2.078.600 


3.645.275 


43.0 


58.784.500 


48.787.065 


20 5 


596.100 


486.072 


22.6 


66,859.900 


67.841,854 


14 


68,700 


76.600 


103 


5,206.600 


9.243.941 


43.7 


~ 546.900 


304.325 


79 7 


16,184.300 


14.938.648 


8.3 


1,511.800 


1.732,665 


12 7 


9,327,700 


9.915.930 


59 


8,856,700 


7.356,407 


20.4 


4.625.000 


6.098.433 


24 2 


2.098.500 


1.428.147 


46 9 




3.898 




459.900 


627.609 


26 7 


1.765.000 


2.392.073 


26 2 


22,800 






46.274.700 


43.583.137 


62 


43.298,700 


40.494.769 


69 


3.054.200 


3.015.804 


13 


79.241.300 


70.007.337 


13 2 


1.250.300 


603.SS9 


1070 


6.359.900 


4 452.636 


42 3 


5411,165.900 


S387.772.615 


♦ 6.0 
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ADVERTISERS 



\\ iUi.niiMM. KoIItii^r. J. B. W illiams, 
.iikI National Disc-nil. ( For spot tv 
increases, sec si'onsdh. 16 Septem- 
ber . 

W lien it came to spending by 
I)i.iik1 daln, two product groups 
doin ina ted the upper ranks. These 
were drugs and remedies, and 
smoking materials. 

Billings for dings and remedies 
in the first half of the year totalled 
$.>S.7SI,500. up 20.54 from last 
sear. Smoking materials advertising 
was up 6Wr to $46,274,700. 

Vinoug the top 25 brands on net- 
work t\, nine were cigarettes. Lead- 
in" brand was Salem at S4,3S1,600, 
followed by Winston close behind 
at $I,252,7(X). Others ranked near 
(lie top were: L & M Filter Tip, 
$3,561,100; Camel, $3,464,300; Fall 
Mall $2,931,700; Kent, $2,814,200; 
Marlboro, $2,148,900; Vicerov, $2,- 
130. MX), and Chesterfield, $1,953,- 
300. 

Placing in the top 25 among 
(truss and remedies were these 



eight: Anacii), the leader, at $6,- 
01 1,600; Bufferin, in second place 
on the total list at $4,730,400; Baver 
Asphin, $3,996,500; Alka Seltzer, 
$2,836,500; Dristan, $2,649,300; Ex- 
cedrin, $2,458,700; One-A-Day, $2,- 
083,000; and Ceritol, $1,946,300. 

Beyond these two groups, the 
other brands rounding out the top 
25 brand list were: Crest, $4,029,- 
200; Chevrolet, $3,625,000; Colgate 
Dental 'Cream, $2,443,000; Camp- 
bell's Soups, $2,437,000; Prudential 
Insurance, $2,034,800; Pillsburv 
Chilled Products, $2,020,100; Na- 
bisco Cookies, $1,954,300; and Ford 
cars, $1,911,900. 

Total network billings in the first 
half of 1963 were $411,165,900. 
against $3S7,772,615 last year. 
While the 1963 figure exceeds the 
gross time figure for spot tv, it 
doesn't mean more is being spent 
in the latter medium, since gross 
time estimates for network do not 
include programing, a lesser ex- 
penditure in spot tv. ^ 



SOUBCIi: TvB/LXA-BAR 

LEADING NETWORK TV ADVERTISERS 
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25. Na 
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1. Procter & Gamble 

2. American Home Products Corp. 

3. Bristol-Myers Co. 

4. General Motors Corp. 

5 R. J. Reynolds Tobacco Co. 

6. Colgate-Palmolive Co. 

7. Lever Brothers Co. 

8. General Foods Corp. 

9. Gillette Co. 

10. Alberto-Culver Co. 

11. Sterling Drugs, Inc. 

12. General Mills, Inc. 

13. P. Lorillard Co. 

14. Ford Motor Co. 

15. Brown and Williamson Tobacco Corp. 

16. American Tobacco Co. 

17. Philip Morris, Inc. 

18. Block Drug Co., Inc. 

19. Liggett & Myers Tobacco Co. 

20. S. C. Johnson and Son, Inc. 

21. Miles Laboratories, Inc. 

22. Kellogg Co. 

23. J. B. Williams Co., Inc. 

24. Campbell Soup Co. 

25. National Biscuit Co. 



Jan.-June 1963 Jan.-June 1962 



$28,066,400 
18,412900 
15,270,700_ 
13,783,200 



$24,855,975 
15,667,124 
10 ,054,30 9 
11,605,241 



12,669700 

12,405^800^ 

12,375,400 



9,505,600 
8,075,800 
'7,776,600 
7,029,900 
6,925,900 
_6,568,800 
6,424,000 
6,331,400 
5,963,300 
5,958,900 
5,833,300 
5,635,400 
5,543,600 
5,517,300 
5,198,900 
4,992,800 
4,965,300 
4,567,500 



12,190,640 
12,681 654 
12~924,868 
9 825.622 
6,633.290 
'6,145,162 
5 .406,118 
" 5,777,739 



6,338,969 
8,208,377 
6,8 76,932 
5,756,197 
"5,021,715 
4 J) 1,955 
5,032,494 
4,740,364 
5,045,988 
5,744,217 
5,431,139 
4,093,691 
5,126,639 



iMMlllilMIM^ lllllllllilllllllllHiiiiliilliiiiiiiniiiiiiililiiiiiiiiiiiiiiiiiiiiiiiiii. 




... 

HI 



m 

I 



'or 

;!e ! 



is 



Oshom cartoons lo sell commercial banks 

Bank foundation schedules 
sports show in first tv use 

■ 

The Foundation for Commercial tr-t 
Banks has earmarked some S200,OOoft B 
of a $1,1 -million advertising budget 
for participations in ABC TV's Wide 
World of Sports, the first and only 
video schedule in its plans. To air 
from 5 October through 21 Decem- 
ber, the campaign will spotlight the 
full service" benefits of commer- 
cial hanks: checking, savings, all 
types of loans. 

The remaining $1.2 million in the 
budget provides for national mag- 
azine advertising through June 
1964, using six two-color two-page 
spreads in Reader's Digest, plus a 
total of 61 b-&-\v full-page ads over 
;i 28-week period in The Saturday 
Evening Post, Time. Xcwswcck. 
and Sj>orts Illustrated. 

The campaign has been created 
by the New York office of Guild. 
Bascom c\ Bonfigli. features dom- 
inant illustrations by caricaturist 
Hubert Osborn over such headlines 
as "livery ambitious voting man 
should own his own banker," "Did 
out (he fortune that lies hidden in 
your bank book," and "Just when 
you ad both ends to meet, does 
somebody move the ends?" 

Discussing the stepped-up drive, 
Morris B. Brownell. Jr.. advertising 
vice chairman of the foundation's 
board of trustees and v.p. of the 
Philadelphia National Bank, noted 
that a recent Polity, study conducted 
lor the foundation "revealed, among 
other startling facts, that 24 r c of 
the respondents had no idea of the 
functions of commercial banks. Al- 
so, almost oiY^c — including custom- 
ers w ith ebecking accounts in com- 

SP0NS0R skim i miu r 1963 



inert i.il hanks— -tl id mil associate 
savings accounts, .into loans, ifiort 
■ttgc hums or prison. il loans w it 1 i 
ciiiimii reial lunks.~ 

lie s.i it I (kit "based (in Midi liliil 
1 1 1 lis .iikI on Starch ivpoifs on which 
wo .scored high in the "rc.it I ino.st 
categorv. \\c intend to step up our 
program to give the pulilic a I letter 
understanding ol our full service 
hanks." 

"Kadi a(l\citisciiiciit,"saiil Brow- 
iicll. "has hecn carcfullv created hy 
Build. B;«euin i\ Honfiuli in such 
a wax that its elements are casih 
adaptable to local advertising hy 
individual hanks. Promotional ma 
tcri.tl, i i ic ■ ! i it! i 1 1 u ad mats, will also 
he tied in with the national theme 
and he made available to hanks 
through our new arrangement with 
first Financial Advertising ("roup 
in Huston. Kadi hank is urged to 
use this collateral material to in- 
crease the impact of the national 
advert isiug in the local common! 
ty." 

The advertising program of l*(,'B 
is supported hy over 5.2(H) hanks, 
representing more than "AYl'c of the 
total deposits in the United States. 

Maryland laundry praises 
television sales results 

"I don't think we'll ever get olf!" 
This is the reaction ol a Maryland 
area lauiulrv and drv denning firm 
to \\ B.\L-TVs (hwOCIock Slum; 
In commenting on results the 
afternoon audience participation 
shove prodnrod for them, the sales 
manager told the Baltimore outlet: 

"When you first approaches! our 
firm relative to the use of a nue- 
iniuute annouliceuient in v our One 
0 Clin k Slwic, 1 was very much 
against the use of tv to promote imf 
lauutlrv and drv- cleaning route 
M'Tvice. We. and bv we I mean me 
and our president, fin.tl K agreed to 
trv it for one week. The rest von 
know. lU'siilts have been amazing. 

"The reason for this letter is to 
make you aware of something that 
just happened in connection with 
our special on top coats. \ot onh 
has our top coat business none wav 
above last \ear for the same period, 
hut my route salesmen keep telling 
me about people stopping their 
trucks on the street, and telling 
them about our tv announcements, 
ami giving them l.uuidrv. 




Still photography is used lor Italian Balm 




create "unique softness on model's hands" . . . 



'Soft' tv spot for 

\ diffusion technique which equals 
the high qualitv and lashioti aura 
of print advertising." has been used 
to create an unusual tv spot for 
( !. imp. in. i s Italian Balm hand lo- 
tion, according to Jordan Bernstein, 
tv and uidio production supervisor 
for the firm's agency. Post. Krves ft 
(iardner ( ( liicago ) . 

The comnierei.il w ill he show u on 
the \]\C. network show. I .is.i I low 
aril's Vi ii \ With the \\ omun's 
Touch, starting next uioiith. Bern- 
stein savs the commercial which 
"makes use of several devices (lis 
tinctho lor television, and "lies in 
natiiralh with tin suhjett m liter 
and content of the program." will 
rim iuddiuitelv 

lie cites as dillerent cominerrial 
treatment 'the strong dramatic 




with "dramatic lighting" to capture mooj 




indicating qualities which come from product 



hand lotion 

lighting ol still photi gr.iphv toi.ip- 
lure the nit h kI needed ft r tlx prod- 
in t di scrilies t* as 'tot ( Itt n a 
blunt and sharplv th Inn tl hi. it k 
antl-w lute mt ilium " 

Tin 1'ilin Maki rs ( hit, i^i studio 
it tamed hv tilt a lit ut v ft r the pro 

I I lit I ion nt ill/ 1 d t he st rv it es ■ if st ill 
pilot ogi a pher l.t lime Warn u 

wlnlsi (llfllisioli tei'lilltqilt'. .Itnlil 
nig to tin .igiut\ ert-ati d a tlni" |iii 
sottui ss t u (In 1 1 1 < m 1 1 I s h mils null 

l.lting till SI Itlll ss \\|||« I I llfllllS 

I mm d illv iisi i t Italian Balm \< 

tlO|| Itsi It 

1 1 1 ii • In St hi lnh' w as pri tint 1 1< n 
siipirvism lor th- I ~ii ii ■ Mjkrrv 
studios ( iinp.ii 1. 1 (-up B.itavi.t 

III . makt i t I Itah in Balm Ii mil l< 
tion is i tluisii ii • I tin l'urv (* r 
|* ration 
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COMMKHCIAL MKSSACK is taped by spokesman Hail Darby in separate setting for 
llibernia National Bank's minute program lri-\veekly on W'DSl'-TV, Xew Orleans. 



ADVERTISERS 

Minute-long show works for bank 



Xowadav.s when an advertiser re- 
fers to his. commercial as a "'60- 
seeond slum," the chances are 
improving that lie's not joking. lie 
means it. Such is the literal case 
Willi llilii-fiiia National Hank's tri- 
vveekh Business Report in Brief on 
\\ IB't'-TV. New Orleans. 

Business Report in Brief packs - up 
to half of its commercial minute 
with news, and llibernia National 
Bank likes the short show so well 
it has renewed for a second 26-week 
run. 



Bauerlein, hie., Xew Orleans, 
agency for the sponsor, created 
Business Report in Brief with the 
help of WDSU-TV, contracting for 
time on an announcement-type 
schedule. The format, a simple one 
perforce, opens with sound film 
showing the llibernia National 
building and show title, then 
sw itches to a taped studio sequence 
of business stories by a newscaster, 
finally dissolving to a 20-sccond 
commercial message by a performer 
who acts as the bank's spokesman. 





M'ONSOHINf. it \\K k<<p\ its osvn pieture on rear sereen behind newscaster Alex Cif- 
f ir<l win ii sir.-, ii is not m use for business picture* durum editorial portion of program. 



Following the Esso news program 
every Monday, Wednesday and Fri- 
day at 10:10 p.m., the Business Re- 
port in Brief enjoys a position of 
good program and audience conti- 
nuity. In a half year on the air, the 
capsule newscast established that 
it could do two important things to 
the satisfaction of agency and cli- 
ent: "First, it deliv ers a strong com- 
mercial message within the context 
of a news show, and secondly, it 
performs a significant service by 
presenting the most important busi- 
ness stories to the community," as 
evaluated by Hughes D. Drumm of 
the Bauerlein radio/television de- 
partment. 

Sponsor must be identified, 
FCC rules on Mattel case 

FCC last week put its foot down 
on proposed exception to the spon- 
sorship identification requirements 
by a kiddie cartoon series. In re- 
sponse to a request Irom California 
toy manufacturer, Mattel, for a 
waiver of the rule in the "Funny 
Company" program, FCC said Mat- 
tel sponsorship would have to be 
announced by stations carrying the 
scries. 

Commission says present instance 
is similar to the "Liv ing Should be 
Fun" program offered in 1961, not 
overtly sponsored, but in effect 
underwritten by Foods Plus, in ex- 
change for spot announcements by 
stations. FCC ruled the sponsorship 
had to be acknowledged. 

Mattel bought exclusive distribu- 
tion rights in U. S. and Canada for 
the "Funny Company" program, 
helped finance pilot film. Through 
its advertising agency, the company 
has offered to take adjacent spots 
at a cost that will reimburse the sta- 
tions for cost of rights to use the 
program. FCC holds this is same as 
sponsorship. Also. Mattel has ex- 
clusive rights to merchandise toys, 
games, et al, based on the program 
characters. 

The toy company wanted to let 
stations offer the program to other 
sponsors, hut if Mattel has to be 
named, fewer stations would use 
the program it claimed. FCC was 
not beguiled by reproachful ar- 
gument that the commission would, 
in effect, be discouraging sorely 
needed "good children's programs. 
The law is the law: identify, savs 
FCC. 
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//' it 's 
tomatoes 
you're selling . . . 





mit jre 



AIR YOUR PRODUCT IN COLOR the way your customers see it-remember it-buy it G ve your TV 
message the PLUS OF COLOR and you increase product identity and brand recognition-make your 
product one of a kmd 

Note: Your black-and-white commercials will be even better when filmed in color Prints w II com 
alive , . . shades and subtleties will stand out as never before. 

For more information on this sub|ect. write or phone: Motion Picture Film Department, EASTMAN 
KODAK COMPANY, Rochester 4, N.Y. Or-for the purchase of film W. J. German. Inc.. Agents for 
the sale and distribution of EASTMAN Professional Film for Motion Pictures and Television Fort 



Lee. N.J., Chicago. III.. Hollywood. Calif. 



FOR COLOR 
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ADVERTISERS 

Gilbert raps ads for children 



Long-term advertising aimed at 
children is a waste c>l time and 
uiuiiev. lament' Gilbert, president 
of Colbert Vontli Research, drew 
this conclusion last week in report- 
ing results of a new study his group 
conducted. 

Speaking to more than 200 ad- 
vertising, agency, media execu- 
tives, and guests at the 7th Youth 
Market Clinic in New York, the 
MHith expert added another con- 
troversial note: Gilbert said cigar- 
ette companies except for Philip 
Morris, had made a major mistake 
in pulling their advertising out of 
college media. College students 
todav are mature enough to he 
legally and morally responsible, he 
married, have children, etc., hence 
can reach their own decisions, he 
said. 

Long-term selling, Gilbert noted, 
should be confined to teen-agers 
and college students in the youth 
market, rather than trying to reach 
children. The Gilbert organization, 
he reported, recently re-surveyed a 
group nine years after it was ori- 
ginally questioned on brand pref- 
erences. Those who were in ihc 



S-to-14-v ear-old bracket nine \ears 
ago showed far less brand loyalty 
than those in the 15-to-10 age 
bracket in 1954. 

With the same people questioned 
both tin.es, the results were: Of 
those 8 to 14 who preferred a par- 
ticular fountain pen in 1954, 32.5% 
bought the brand in their most 
recent purchase. On the other 
hand, of those 15 to 19 years old in 
1954 who preferred the brand then, 
53.7% bought it recently. For cam- 
oas, 40.3% in the younger group 
bought the brand, while in the 15- 
to-19 age bracket 67.5 r r bought 
the brand they preterred nine 
years ago. When it came to type- 
writers, 2S.6% of the previous S- 
to-14 group bought recently and 
41.4% of the older group. 

Average brand loyalty was 33.7% 
for the younger group. 52.3% for 
the older group. 

"It tells us that a teenager is far 
more likely to retain brand prefer- 
ences, that are his, between the 
ages of 15 to 19 years of age than 
those brand preferences that are 
his between the ages of S to 14," 
Gilbert said. 



Gilbert also noted a marked in- 
crease in ownership of equipment 
and possessions among the S-to-20- 
\ ear-old group in a number of 
fields. Following arc ownership 
figures for the group in two periods 
of time: 



OWN 


1954 


1963 


Dog . . : — 


32.8% 


30.7% 


Mike 


57.3 


42.0 


Camera 


52.3 


5S.9 


Typewriter 


18.0 


25.S 


Fountain pen 


83.7 


47.2 


Mechanical pencil 


56.2 


55.5 


Watch 


64.2 


79.6 


Small radios .... 


44.2 


61.S 


Familv tv sets . . . 


74.6 


90.3 



Gilbert noted the decline in 
ownership of fountain pens could 
be attributed to the growth of the 
ball point pen. 

Food and drug brand preferences 
in the S-to- 20-year-old group 
staved near the 1954 level, Gilbert 
said. 

PREFERENCE 1954 1963 
Bottled soft drinks 92.S% 906% 
5 and 10c candy . SS.l S1.6 
cold cereals .... S3.5 64.5 

toilet soap 76.3 71.5 

peanut butter . . . 75.0 67.2 

hot cereals 57.0 39.4 

Among non-owners, brand pref- 
erences among young people have 
shown increases in a number of 
areas, including cameras and type- 
writers. On the other hand flash- 
lights and bicycle brand prefer- 
ences have dropped, which Gilbert 
attributed to the lack of youth 
market advertising by these com- 
panies. 

There is no one youth market, he 
continued, but three distinctly dif- 
ferent markets rolled into one: 
elementary school, high school, 
and college students. 'Each group 
must be reached by its own media, 
be influenced by its own motiva- 
tions and needs, and be sold 
through its own appeals. The only 
similarity between a 5-year-old 
kindergartner and a 25-year-old 
collegian is that they are both stu- 
dents." 

Other highlights of the youth 
market cited by Gilbert were: IS 
is now the peak age for women to 
marry in the U.S.; teenagers have 
allowances and earnings of $10.5 
billion per year: one third of first 
children are born to mothers 20 
and under. 



Top Pea-Picker for Rice-A-Roni 




Golden Grain Matiinmi lias sinned "Tennessee Krnic" Ford ABC TV 
show as full veliirle for lti< c- \-Honi ami other food product*, uviitg lire 
spots "great ww side dish from S;iu Fi aneisco" theme delivered 

hv Cord. Mmw me (l-n l.loxd I'aliri & diaries Foil. MeCaitii-Kriekwii; 
l*!rttl DcDoineiiko, lull!, sis. nmr. Gulden Cram; Ford: Thomas Oc- 
Dimienieu, kcii. sis. mur. Golden Grain: mid William Calhoun. M-F. 
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Buick ad plans include 
heavy radio-tv schedules 

Tin- llnick division ol Ceiicr.d 

Modus will break its .IDIIOIIIK OlDI'Ilt 

advertising lor its lOfil lino m all 
media during the week starting 
30 September, aminmiccs [inland 
S. Withers. general sales manager 
kev point In In- stressed in all ads 
is: "above all. it's a llnick." 

Tv and radio commercials will 
lie used starting 3 October, prcced 
cd hy a week-long wave of teaser 
spots on ratlin. \lso. loin pain', 
lonr-color advertisements will ap- 
pear in major national niaga/incs 
co\ ei' -dated during tlie break week, 
and newspaper ad\ ertiseinents 
ranging to full-page si/c w ill appeal 
lirst in weeklies and p.m.s of 3 
()etol>er ami a.ui.s the fulliivviiig 
da\. The pTihlic will see tin- new 
Itnieks in dealer showrooms lor 
the lirst time I Octohei 

'riu- til campaign will see Hmck 
emplov ing all media somew hat flit- 
lerentlv from past vcars. it was ex- 
plained. The objective is to realize 
all of the distinct benefits available 
(mill the clillerent categories ol 
media. 

The Rnick advertising plan lias 
assigned definite responsibilities to 
media, along this line: Ni wm> \i-i.hs 
\\n H viiltl — to treat i" Uwul truffle 
to the tlmlcnthips and to promote 
action at the point-of-sale in tin' 
ihourotmis: M vc; v/.i\i_s — to show 
tlte styling of the whole line of 2d 
models most magnificently, TV — 
to sltiw linick-1 in I've and in uvtion 
dramatically and effectively: and 
Ot lixniH — to prolific impact lor 
the Ihiiek car and for the dealer 

Tlii' t\ commercials for the lore 
part of the model year have been 
scheduled in sevcral-week-long 
waves on networks supported \i\ 
I nam local spots on selected sta- 
tions. Tin- first wave starts 3 Octo- 
ber. Uadio commercials w ill be used 
in waves, too, lollmving a pattern 
similar to that developed for tv. 

llnick s tv waves on the networks 
will be in or between such shows 
as NHC's Monday Sight at the 
Modes. AHC's jimmy Dean Show. 
CHS' llmrhide, NltC's Eleventh 
Hour, and others like Alfred Hitch- 
tvek. Defenders, and Guiimiakc 

McCaiin-Krickson is Bnicks 
agencv and serves the account from 
its regional office in Detroit. 



i; 



top \ \i.it: iiKM.r.\ nil/i s \u\i:n.i. \ ( m:u : v» i. ,,>,,>, n. i ., 

V'.iIih' i li-pliaiil. .a .i ii-ili iiiptiiiii slnrr >>i l!v.ii)sfi>n war tlx \1 \< ill l» »• it< k 
List ("lull" IiikI .mxI nii-mliiTN M.irv \iui l.tukitt Uol» \iukirk .mil Sin (nwlm' 

Sponsors 'clubby' with McNeill 



\\\C Iladio's Don McNeill, on the 
air for more than 30 years, is still 
proving; to be our ol the mediums 
top salesmen and merchandisers, as 
evidenced bv his participation in 
the campaigns ol two of his most 
recent advertisers — Top Value 
Stamps and the West Virginia 
Department ol Commerce. The 
trading stamp advertising and pro- 
motion drive, which kicked oil 
Thnrsdav ( 10). will have McNeill 
ami his fircakftist Chih group relat 
ing the story I w ice w ceklv lor sev en 
more weeks. In addition to tin- \\\C 
campaign. McNeill will be heard 
for Top Willie on 210 other radio 
outlets. I lis staff will assist in Ins 



partii ipation as the programs nngi 
natc I rum ( hie ago. 'I lu- stamp dnv e 
is <hi e.u h Thnrsd iv and I'Vulav 
peak food shopping d.ivs 'lop 
Value Stamps .ire available in 10 
states and the District ol (aillimhia. 
Mesides the radio drive, ads will lie 
carried in 725 newspapers The en- 
tire campaign will also serve to in- 
troduce a new customers participa- 
tion game. t'ltnj .S \-\ -/. Knr West 
Virginia, McNeill receiitlv (■ ok his 
fircakftist I'luh gang to tl ( plnsl 
(•reenlu'ii l resort there I r < week 
ol oi iginatioiis (o In |p the slati ceh 
hr.it e its cciitciiiii.il . ii ii i iv er s.i rv tin 
state |iist renewed for its mihihI 
dnv e. 
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JACKSON, MISSISSIPPI 

mm t ca u 



OVER 
350.000 
TV HOMES 



OVER 1% 
BILLION 
DOLLAR 
CONSUMER 
INCOME 



1161570 
JACKSON, MISSISSIPPI 



WTRF-TV 



STORY 
BOARD 




"TV Seven"* 



SPIRIT SWITCH! Nowadays, an 
old fashioned girl is one who 
prefers them to martinis. 
Wheeling wtrf-tv 

JUDGE: "You're accused of 
hobitual drunkeness, what's 
your excuse?" 

DRUNK: "Habitual thirst, your 
honor " 
wtrf-tv Wheeling 
GRAY MATTERS! Why da elephants wear sun- 
glasses? They're getting sa papular they're 
traveling incognita. 

Wheeling wtrf-tv 
AT MIDNIGHT, the modern Cinderella turns 
info o motel 

wtrf-tv Wheeling 
AMERICANS ABROAD 1 After their European 
trip, Frank Brcsslau of Yonkcrs reported the 
only clothes call he had was an Italian knit 
suit Bcttie's foce flushed o little when a 
guide told them the American section in Pans 
wa\ the first ten raws of the Folic* Bcrgcrc. 

Wheeling wtrf-tv 
ARTIST? A person who knows *hcrc to draw 
the line 

wtrf-tv Wheeling 

PERFUME NAMES indicate that virtue doesn't 
moke scents 

Wheeling wtrf-tv 
* There now it a station appealing, 
Whose new tower's a-soanng from Wheeling. 
The audience it drew, is marc-so and new. 
And figures unveil most revealing 

wtrf-tv Wheeling 
There now is a rep Hollingbcry, 
Whose Whcclinq TV that is 'very'. 
He deals big allots, to buyers at spots. 
And signs up what Seven will carry 



CHANNEL 
SEVEN 



I SR WHEELING. 
CT WEST VIRGINIA 



Drew Foods to introduce 
altered fat content eggs 

Kenyoii 6; Ecklmrdt has been ' 
awarded die advertising account 
of Drew Foods, New York', devel- 
opers and marketers of one-to-one 
balanced eggs with a "significantly 
altered" fat content. Northern Utah 
has been selected for the introduc- 
tion of the new product. The spe- 
cial eggs .will be available Thurs- 
day ('26) in supermarkets in the 
Salt Lakc-Provo-Ogden area. Later 
they will be produced and mar- 
keted in other parts of the United 
States and foreign countries. 

The eggs will be identified as 
"one-to-one balanced eggs" and 
will be distributed by firms which 
are franchised by Drew Foods, di- 
vision of Drew Chemical, inde- 
pendent refiner of edible vegetable 
oils ami one of the world's largest 
manufacturers of margarine. The 
eggs wilJ he produced and graded 
under official U. S. Agriculture 
Dept. supervision and be available 
only in the highest quality — Grade 
A A Extra Large, Grade A A Large 
and Grade AA Medium. 

The public relations agency is 
Mainey and McEnroe of Washing- 
ton; poultry industry consultant 
is Edward W. Priebe, Jr., of Chi- 
cago; medical advertising agency is 
Slndler-Rubin of New York. 

NEWS NOTES 

liecipe for more sales: The Maxw ell 
I louse Division of General Foods 
and Pocket books are jointly pub- 
lishing "The Coffee Cookbook" 
which abounds with recipes using 
regular or instant coffee as an essen- 
tial ingredient, book will be sold 
for 50 cents, according to the Ben- 
jamin Co., the special projects 
office of Pocket books. Benjamin 
Co. sums up the idea behind the 
joint venture: "Such hooks prove 
doubly valuable because they sell 
on their own merits at retail as part 
of the publisher's regular distribu- 
tion, and the) - are useful to the 
sponsor in his sales, promotion, 
public relations, advertising, and 
premium programs." 

Soup sales up: both Sales and net 
income of Campbell Soup Co. in- 
creased during fiscal 1963. Sales for 
the period ended 28 July were 



$638,193,000, an increase of 4.6% 
over last year's sales of $610,123,- 
000. Earnings per share of $3.93 
were up 13% over 1962 earnings of 
$3.47. Net income after taxes was 
$43,849,000 compared to $38,674,- 
000 last year. One of the principal 
reasons for this increase in profits 
Wds a substantial reduction in losses 
abroad, the company reported. 
Sales of Campbell Soup and its sub- 
sidiaries in the U. S. and Canada 
only — the basis on which annual fig- 
ures have been reported previously 
—were $618,048,000, an increase of 
4.5% and profits were $48,170,000, 
an increase of 7.6%. The company 
introduced 22 new products in the 
U. S. ami added eight new lines to 
Canadian product lines. 

Mid-year report from Warner-Lam- 
bert: Consolidated net income for 
the first six months of 1963 was 
$13,802,000 or 56 cents per com- 
mon share, compared to the 55 
cents per common share and $13,- 
639, 000 earnings obtained during 
the first half of 1962. This increase 
was attained despite the loss of 
sales and earnings during the first 
six months of this year resulting 
from the sale of Pro-phy-lac-tic 
brush Company as of 31 December' 
1962. Sales for the first half were 
$144,244,000 compared with $149,- 
494,000 for the comparable 1962 
period. The first six months of 1962 
figures included sales of the brush 
company. After eliminating these 
sales, Warner-Lambert recorded a 
sales increase of $4,700,000 for the 
first half of 1963. 



NEWSMAKERS I 

Leo G. Sands to vice president of 
Dnnwoodie Associates. He will di- 
rect a new electronics division. 

Stephen' Rose to vice president 
and director of marketing serviced 
of J. b. Williams. He was previously 
vice president of marketing for 
Maradel Products. 

Law hence T. Pkistkk to manager 
of audio products for Gates Madid 
a subsidiary of llanis-Intertypc. lie 
was radio and tv manager for Chris- 
tian Crusade. 

Cii.viiLES F. Fleisciimann to ad- 
vertising manager of the Nestle 
Company. Fleisciimann is a former 
vice president of Young & Mubicam. 
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AGENCIES 



Commercials are an art 



Ami iuiMitN .ire I'utujjl.tiniite (li.it 
it's bt'coiwifisj nunc dillicnlt In 
Hct ;i c1111111ifrci.il that s nH'inui.tlilc. 
hi tin* cud, tlie\ realize, it's tin, 1 
commercial tliat doe* tlie selling, 
.itul tlic commercial lias to lie first 
rati'. 

More nltcu tliait tit it flic nun rc- 
Ipniisihli' lor .1 i^ood t\ cdinincrci.il 
is tin' little-know n t\ .irt director, 
if -hi iinislv viiiumli, it Ir.is lieen 
sIiiism) tli.it .1 t\ .irt director clues 
i it tt li.ne tn In" .1 '4ikkI artist ;>rr sr. 



His t.ilcnts must <4*i l.ti hnmitl 
know hu! Inm ti> ski t« Ii .1 stoi\- 
I mi.ikI I lc must lie .i m.isti r <>l time, 
sound, motion. .uitJ space, .is w ell .is 
tlie product s in.irketiii'4 pliilllellls 
Sometimes In- must c\«n lors.ike 
am artistic approach .mil. in tin 

Wolds (it Cmiirv!)' Lois, ol I'apeit 

kiiriiii*, Lois. "ns ( - little or no art 
direction ,md do .i real diniili com- 
mercial w itli nothing to it — liec.lllse 
it s liest lor tin' product 

It would proli.ilik upset .in .irt- 



lot ,nt s s ike i \poni nt to In ar .i t\ 
ait (lllellor In 1st ol sllis sm ( i ss 
leLited to tlx t • ii 1 1 1 1 if r<. ill lint t\ 
ait duel tins know tli.it in the .id 
w or Id < on inn it lals are .irt lor s.di s 

s.i ke 

I'm- st\ri.i| \e.irs tin \nn ru in 
'W ( oi i ii i if tela 1 s l-cstiv.il his in. nit 
awards fni tlie liest tv ad\< rtisc 
Hu-tits (.riterii lor tlie awards ,ir< 
effe< 1 1\ eliess ami (iMfall llless.i'^i- 

Vddition.il i nations are ui\rn for 
iiDtsf.iiulinu ur iplm s and di-si^n It 



Advertising agencies point out to advertisers that "the commercial is the payoff" — and it has to be good or the consumer won't watch 



DOES A RHINOCEROS HAVE THE TOUGHEST HIDE ? 






Whnt is the price of thii shndo? 



DDES A RHINOCEROS HAVE THE T0U6HEST HIDE? 

He probably bis. But be bad bitter look to Ms bartls. Far 
television viewers are crowing pretty thick sUis against the* 
average nm if commercials. Yoo cai hardly blame them. Take 
a typical three-channel tv market Every day it airs sono 600 
commercials. To grip the viewers throoghott yomr alHrn- 
portent minute isit easy, it takes a seOmg idea that sparks 
a baying idea. One that Daks the product to the viewer's 
needs— in an interesting compelling story. N.W. AVER ft SON, 
INC. 



WHAT IS THE PRICE OF THIS SHADE? 

This Is the shade af indifference. It comes down whenever ■ 
commercial Is ten trite, ar tan paild, ar tee blatant, ar tea 
patronizing— «r yen name It What's the price af this shade? 
Sixty seconds af commercial time often caste 135AM, 
%Mjm, $454)00. Producing the commercial can cost $2JH, 
or $10,000 *r S2o\90fl ar mam. Add tt al np and yon mala 
how important it is to pat year advertising In the inventive 
hands af people who can keep the shade reled np tight 
YOUNG ft RUBJCAhL 



/•aGENCIES 

Ttie tv art director's changing role 



is m'4iiiIh;iii( tli.il in. my commercials 
rcci ive l)otli. Mem- and more agen- 
( icv .in- tryiim l<> point out that erea- 
h\it\ is the kov to securing the eon- 
siniii rs attention (sec ads p. 45). 

\\ lien tv first appeared on t he 
scene the producer handled most 
dI. die \isnal concepts and tech- 
niques lor commercials. lie was 
kintrpin. lint as competition grew 
stronger, it became necessary to tap 
the sensitivity of the artist lor more 
pleasing, as well as more forceful 
spots. Since then, there lias been a 
slow hut steady recognition of the 
tv art director as a true artist. As 
early as 1951 the Art Director's 
Clnl) took in the medium. Today, 
commercials are recognized as an 
art form h> Piatt Institute and the 
Museum of Modern Art in \e\v 
York, and others. 

' Unfortunately art direc tors w ere 
not fortnight into tv because the} 
were .skilled," according to Bill 
Duflv. senior art director lor tv at 
McCaun-Frickson. "Very few of 
them bad training. Most of them 
were just storyhoard planners. It 
is still the same now at many 
agencies, but at ,t few such as 
Young Bubicain, BBDO, Kenvon 
& Fckhardt, McCann. J. Walter 
Thompson, Doyle Dane Bernhacb, 
and Pa port. Kocning. Lois. tv art 
directors are visual innovators, not 
just renderers." 

Out of these agencies have come 
celebrated commercials for prod- 
nets like Volkswagen, Goodyear, 
Xerox. Coca-Cola, and Ford. 

Vs in almost any field of en- 
deavor, however, an unusual ap- 
proach, if it s successful, will not 
remain unusual long. The innova- 
tion starts a popular trend and de- 
velops into a standard technique. 

One such innovation is the close- 
up .is seen in commercials for 
[ohmon Johnson bain powder. 
I ,S. Steel sinks. Thorn MeAn 
shoes lor children, Buffer in, Ronnd- 
tho-Clock stinking, and others. 

Vceorchug to Carroll Martin, tv 
.nt direc tor at J. Walter Thompson. 
tli«* idea has developed into ihe ex- 
treme close-lip or mic ro-photog- 
r.iphv in Kmope for products like 
w lichen and diamonds. 



Perliaps one of the first to use the 
technique was Steve Frankfurt. 31- 
year-old head of Young c\ fttibi- 
cam's art department (both print 
and tv). While working on an ex- 
perimental commercial be came up 
w ith the idea of using, not people, 
nut animated characters, but parts 
ol people, first trying hands. He has 
since used the idea for Johnson tr 
lobnson baby powder (lnuuls 
again), BufFerin (an eye) and Mi- 
crin (a mouth). Evidently feeling 
that the idea is now used too fre- 
quently, Ire has begun using what he 
calls the "extreme faraway." For |c\J 
he recently made a spot taken from 
a helicopter featuring a child on the 
beach. 

Another technique, not new in it- 
self, but new in its employment, is 
white-space. As defined by one art 
director, white space in tv is more 
time than dimension. It is charac- 
terized by commercials like Buxton, 
Volkswagen, Hon son, and Scripto. 
Doyle Dane Bernhacb art direc- 
tors are known to use white space, 
or simplicity as an approach fre- 
quently. In recent commercials for 
Polaroid and Cracker Jack, the 
agency uses one scene and almost 
no dialogue. 

"The simple but dramatic ap- 
proach we use stems from the prod- 
uct." says Bob Cage, vice president 
and chief art director at Doyle Dane 
Bernhacb. ' We don't do an enter- 
tainment job and then put the prod- 
net on in the end like some agen- 
cies." 

Other art techniques which have 
become popular: mov ement on stills 
(Max Factor, Pan American), 
quick cuts (Goodyear. Ford, New 
York Times), sophisticated anima- 
tion (Bheingold players. Cheez 
Waffles). 

Many art directors have found 
that video tape provides excellent 
opportunities for creativity. 

Tlrere is no need to copy good 
ideas, according to Frankfurt at 
\t<\{. "Print has been around for 
1(H) years and there are alwavs new 
ideas there," be says. 

Duffy uses an "inventive" list 
over at McCain). "We have lots of 
good ideas on file we haven't been 



i liads to more creativity in television commercials 

able d> ii v \i ( It would l>«* silh 
tn iollow .in nli i like tin- i I < >s« n|> 
)iisl het.insi il was siiciissfnl for 
Uniterm for ( \.ini|ili' ^<n must 
iiiiisidrt (In' ( oinpi lili\ i inns nl 

till' I III K 1) II t .III I tll< .IIIIIS III till 

( Ollllllerc l.ll. 

< Iiii" «if .i€ K <-r I i.sii i ii"s mi is( i ri .it iv i' 
men, Crur/iy Luis, e\i.c ntivi. .irt 
direitoi and first wee president it 
J'aperl Kmiiii;, Lms, works uilli 

tin' pri 1H1 lit first .111(1 tin II let's .( 

nr.ipliic idea take shape hardlv rr 
ali/ine, tli.it lie's fnrniiiitX "f iisin^ 
.1 "tc( liniipli'." "I just know uli.it I 
like," In- s.ivs 1 1 n >< Ii s ( K . Since lie is 
winner of tin- I'MVl National Sik1c1\ 
nf Ait Director's \w.ircl wli.it lie 
likes is oliv ionsK ti« >< »€ I . 

I.ois. who is known .is .1 rare 
breed nl .irt director is "at mice 
siiimicI .mil unexpected, sensible 
.iiul inspired " atcordinn to I'.ipert 
.ind K 1 )t-iii •*, lie In In \i s tluise win) 
come up with new tec hnifpies foi 
eniniurrei.iK don't tlunk about 
them. "T.llellt C'.llises i 1 1 1 1 • > s . 1 1 1 < > 1 1 and 
freshness. " he s.ivs. "W'e yet .m .irt 
director .ind let him work with .1 
icI.itneK iree li.md on .1 coiinnei 
( ial idea Then it's his bain lie's 
responsible more than .limine 111 tlx 
world 

"We stink the product and emm 
up with the most e\citini|. force 
till and interestnii; idea we know 
Sometimes, llo\\i\er. Mill li.l\e to 
keep hands oil artistn all\ -r the 
Hi mill- Trihunr coiinm re i.ils we 
onl\ haw* .'1(1 minutes production 
time and we list no art dirictinn 
to speak ot — hut I wouldn't do an\ 
more with it il we had \2 hours 
The\ re yuod the wa\ the\ are 
The 11 T conuneri ials fe.itnn (hi 
hunt pane of the in \t d i\ s pa|* r 
.ire show i) mi late m w s dm r ( 'It 

It'd Bates .1 It I ■• null .1 C.1.111I in 
the mdnstrv is kn>wn as small 
use) of creative tec hlllipii !> in l\ 

c 1 urn o< rt 1 1 K Its sirimi' nt po|ic\ on 
art in t\ auim n s.i\ is a sharp 
iiintrasl to the ' In ed< inland" at 
I'M. and V\lt for • \ ifnpli \ con 
pie of v< ars .ii"n Mad s si t up a t< .1111 
ol (ii;ht t\ c reativ e cix idinati rs to 
Uo owr all c oininerc ials and clnck 
cmitinnitx How and s|\le In is 
miki', ' tlu \ decided t 1 V< t rid of 
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Fresh ideas hold tv viewers 

IV iirt directors arc constantly on the lookout for new tech- 
niques to make their commercials stand out. TOP: scene from 
series of Volkswagen commercials hy team of Helmut Krone 
(art) and Bob Lcvenson (copy) at DDB which has won many 
awards, including Art Directors' Club gold mccial and Amer- 
ican Tv Commercials Festival awards. MIDDLE: close-up 
technique as used by BBDO for U. S. Steel in a sink commer- 
cial. BOTTOM: scene from a new Pan American commercial 
out of JWT effectively utilizing movement, quick cuts on stills. 



1 



Simplicity or "white space" is specialty at Doyle Dane Bernbach 




Close-ups and extreme close-ups are now in vogue 




Quick cuts and movement on stills are sometimes synchronized to jingles 



is 



some of the flamingoes on the fron 
lawn and call in a decorator," one 
critic notes. 

But a lot of creativity can be lost 
in commercials simply because so 
many people a/e involved; in print 
the art director has almost complete 
control. "By the time all the differ- 
ent people get into the act the guts 
of the commercial is lost," savs 
Bob Gage at DDB. "It's like wad- 
ing through molasses." 

Cage feels that with many people 
working on a commercial the tend- 
ency is to add up elements. "I be- 
lieve a commercial should be more 
like two, plus two, minus three, 
times ten, so you have an inter- 
play," he explains. 

It is not always clear who the 
captain is when it comes to making 
a tv commercial. The general opin- 
ion is it's the individual w ho takes 
command, not the title. As Larry 
Bcrger, v. p. and executive producer 
at BBDO puts it: "You create a 
commercial and then you follow it 
through production. The person 
who is best equipped to follow 
through takes over the job, whether 
he's copywriter, producer, or art 
director." 

Main art directors and producers 
feel that the common ly-used term 
of tv art director is incorrect. Berg- 
er says in tv the art director is 
neither an artist or director, but a 
designer who must think of copy, 
visuals, editing, sound, and typog- 
raphy. Others think the term visual 
director is more apropos. 

There are a few who believe the 
tv art director should be somewhat 
of a universal man. lie should not 
only know art and tv as !tn art 
lorni, but understand cop\ writing] 
acting, music, and production. At 
McCann-Eiickson several tv art di- 
rectors have taken courses in acting 
so they will better understand the 
use of talent in a commercial. Steve 
Frankfurt at Y&H has been studying 
directing at the Sheridan Square 
Playhouse for the last two years. 

Certain tv art directors are ex- 
perts on music as well. "It the mu- 
sic is left completely up to someone 
who doesn't understand the overall 
commercial it can hurt the creative 
idea, even fight it,' saiil a tv art 
director. "Effectively used music 
can build, sustain, create moods, 
and perhaps give a lasting impres- 
sion. In many eases where music 
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has been used w it I ws become 
.1 ini'iiiDr.ilile property, as in the 
lases of M;irll)oro, Chevrolet, 
llert/.. New | >• ir I . .mil I'epsiCola. 
Soiui'titiu'S a known melody can 
be effect ixe, ImJ it, ran alvo I tack - 
prr," lit" s.i i< I . 

Art korli, who recently went to 
Killing tV Hubicaiu, made a deep im- 
pression on Kill DnlTx at MeC.uui- 
Irickson wlien lie catut* for .in in- 
ter\ iew some time ago. Dully said 
Koch was the first tv art director he 
knew who brought along ta|)es ol 
music concepts as well as xisnals. 

Tl if t\ .irt direetor should uiuli-r- 
stand the moods (liflereiit iiistru- 
ments fan create, like tire French 
lorn, the flute, and die violin. 
"Why, I'eter and the Wolf practic- 
ally tells a whole story w ith inusie 
alone. " say s Dully. 

Frankfurt at V<\l\ is another who 
believes music is important. The 
department head writes music and 
■lay s the piano, often tries to tn- 
llueuee music in conuneicials. 

Since photography is a major 
part of conuneicials art directors 
are trying to lie creative in this 
area. Some agencies have been 
calling on well-known still photog- 
raphers to innovate with moving 
pictures Main - are tired of what 
one art director called the "made 
H uuiv ie" disease which has hit 
many commercials. 

Tom knitch. senior tv art direc- 
tor at Foote, Cone i\ Melding, has 
lucent I y used Hert Stern for plio- 
Ittgraphy on Good Season Salad 
conimerci.ils, Hiehard Avcdon for 
Claiml. and living I 'win for a 
Mi-nlcy t\ James product, Irving 
I'eiiu lias also been crnplovetl bv 
KMX) for Pepsi-Cola spots and 
*fe*K for Johnson & Johnson eom- 
inercials. Howard 7aefl lias done 
photography for commercials on 
I'tiea Club. Volkswagen, Genesee 
beer. 

"There are very few good cine- 
niatographers in the tv business," 
says k'nitch. "Hut a really good still 
photographer can give added life 
t» moving pictures as well as stills. 
Since the time-span of a commer- 
cial is so short there is not a great 
amount of difference." lie feels. 
"There's a trend of using still pho- 
tographers now. and I think it's 
a good one," Knitch say s. 

In some cases effective use has 
been made of high-speed photog- 



i.ipliy in ret rut mouths Vumug tin- 
first to use it Trnsliav skin < leaiu 
(Cn-\ ), Foremost Dairies Hoxrom 
<\- Hoiifiglio'. .11 itl Ameriiau I. DO 
oil (1)' \ir\ I. 

In main cases there is a spiritual 
as well as physical feme si p.iraluig 
(he tv art depaitmeu! hum the 
print art de|iartmeut Some ageu 
ties, such .is PkF. leel the two tie 
partiiieuts should be our. "It's verv 
loolish to have an art director work 
only' on tv," sav s George l.uis. "A 
good art man ran tin any thing — 
commercials, posters, print ads, 
packages." Others wanting only 
one art department feel th.it it 
keeps the campaigns in haruioiiv 
throughout all media." 

Agencies wanting two distinct 
departments: Young i\- Ibibit-.im 
MacM.mii*. John t\ \tl.iius. HjlDO 
and l*i lute, Cone i\ Kelt ling. "It's 
batl lor an art director to split his 
job down the middle and work on 
both media," savs Sal Tortora. tv 
art director at MacManus. John i\ 
\il.uns. "Hoth jobs retpiire working 
with different people on tlifferent 
problems with diflerent solutions." 

Art directors don't ..Kays stop 



Tin File Insurance Vdvertisers 
Assn. ol the l T . S. and Canada, 
was warned last week by George 
Gribbiu. elniirinan of Young tSr 
Hubic.nn, against "The Couledcr- 
acy ol Dunces,'' men united by 
stupidity and the fear r>l rhailge. 
Ire said, who have elosed ranks 
against genius whenever it has 
appeared in history. 

"As the world changes," Gribbiu 
asked, "what has happened to this 
confederacy of dunces:' It would Ik- 
natural to expect it to dissolve, lint 
I do not think this is the ease. The 
meetings are a bit less frequent and 
possibly lack some ol the old fire, 
lint the dunces are still with us." 

lie mentioned the case of Dr. 
Hubert 1 lute bins Gtxldard. the 
American physicist who did much 
of Hie eary research on reiki t pro- 
pulsion. Fur suggesting. 10 years 
ago, that mail might plant a Hare 
on the moon he w as called "Moony" 
and chased out of Massat huxetls b\ 
the state fin 1 mart hal. 



at It and print liow< v< i M.rnv 
have left tin" lold and taki tl lip 1 1 u 
position of ,u;eiii \ produi e | whrji 
tlx ie is ( urreutlv a d< in. mil lor ait 
I).k kgrOuud Viuoug tlx'iii \vir\ 
( .'lienuvx eth. William f stv 1 1< rb 
( .'inn pi* rt / \l.iiiuil bob \ .-tn 
Hum n. Ilraeh, Mi ( .'hutou \nk 
(.llisuri I'.ipeit kot mg l.uis Hub 
bv N.iud \I(( ami I'.ni ksuu l„urv 
HeigiY and |ai k ( -ohlsmith HHDO 
'I he idi a ol eouihimii.1 the two 
positions of prod met and irt di 
lei tm |s In ginning to t.ike hold \t 
kelivoli C» Fi kh.tr dt Hie swltill has 
been in. ale oldli.iib lluoligli i 
pioiess ill evolution |\ .tit iluei tors 
are iiuw tv art ihreitoi produi irs 
handle both luiittioiis eutiielv 
I ..ti rx I'arker, vice ]in snh ut mil 
iiiaiiagi r of (\ ait and pioiluitioii 

at klSil* lei Is it li i.i ki s sense \\ i 
give (lie art duetto! all the lespili 
sibihlv so he tan start Iroill the lie 
ginning and follow the tonnurri ul 
tint mull. It leaves tin irtisl ltee to 
execute his ideas as be origin id d 
them Sin h ailthoiltv fin tin- ait 
directi i would iirtainlv tut tip' 
"niolasst s" now holding down n< w 
.mil Iresh tuiiuneri ials *^ 



"Hesearih todav , Oiibltn ai l 
"is not niereb an acccpti-d business 
practice but a business uitessilv 
Hut I want to i urrei t the nnpn ssion 
that today's geniuses an- ill peace 
fully working in large rese.iri h la- 
boratories where then ideas are in- 
stantly actepted antl geiierousb re- 
v\ art led.' 

M.iiiv of toil.iv s inventors are 
working .ihiue, he pointed out " \u 
touiatit ted phone dialing was in- 
vented bv an imdertakii koil.i 
ilirome fi I ri i was ilex el »]>.-« I In txv i 
musicians The ball point \* n was 
invented bv two Ibiuganm 
brothers, one of them i |uiirn ilist 
Miith ul the basii work hi sv u- 
t lit -t it rublx r was ai i umplishi il bv 
a priest " 

"We must In-ware tin I -mi led 
tr.itv of Diuitts. he said 1 hi 
Dunns ask us to slintti i our evt-s 
ag.utlst iiumeiist /uni s ol fait flu v 
ask that we recoil in fear Irom 
i h.uige. sunplv Im-i ,uise it is 
change ^ 



Fear off change is for "dunces," 
Gribbin tells insurance group 
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Confessions of an ad man 



"I have ne\ cr wanted to get an ac- 
count so big that I could not afford 
to lose it. The day you do that, 
von com nit yourself to living with 
fear. frightened agencies lose the 
courage to give candid advice; 
once you lose that you become a 
lackcv ." 

Such independence amidst the 
constant competitive clash of Amer- 
ica's agencies could only eome from 
the creator of the Cuinncss Guide 
to Oysters and the eye-patched 
Man in the Hathaway Shirt." It is 
just one of several personal and 
professional revelations in "Con- 
fessions of an Advertising Man" by 
Dav id Ogilvy, out from Atheneum 
on 21 October. Ogilvy, who started 
his career as a ehef in the kitehens 
of the Hotel Majestie in Paris, now 
manages an agencv that bills $55,- 
000,000 a year. The birth and being 
of Ogilvy, Benson & Mather is link- 
ed inseparably with the personality 



of the man. ''I have observed," 
writes Ogilvy, "that no creative 
organization, whether it is a re- 
search laboratory, a magazine, a 
Paris kitchen, or an advertising 
agency, will produce a great bod\ 
of work unless it is led by a formid- 
able individual. The Cavendish 
Laboratory at Cambridge was great 
because of Lord Rutherford. The 
AVir Yorker was great because of 
Ross. The Majestie was great be- 
cause of Pitard." For this reason, 
Ogilvy' j book is not only entertain- 
ing reading for both professionals 
and laymen, it bares the backbone 
of the building of one of the coun- 
try's top ageneies. 

Ogilvy treats, among other top- 
ics, how to manage an advertising 
agency, how to get clients, how to 
keep elients, how to build great 
campaigns, how to write potent 
copy, bow to make good tv com- 
mercials. 



NEWSMAKERS 



W'iijj.vm R. KiwiHi) to vice pres- 
ident, marketing supervisor of Leo 
Burnett, Chicago. He was senior 
vice president of McCann-Ei ickson. 

Gi:n\i.n K viTM \.\ to creative di- 
rector ol Smith cV Dorian. 

Pai l Loins to executive consult- 
ant at D'Arcy Advertising's televi- 
sion department. Louis was with 
D'Arcy for 13 years, left to join Leo 
Burnett in Chicago eight years ago. 

JosKi-ii Coodykvh to Robert A. 
Becker copv stalf. He was with 
Ted Bates. 

P vi kick K. SiT.w.virr to the serv ice 
department of X. \\". Aver & Son. 

M virus Di.vim-; to account super- 
visor on the Tusey account at Kud- 
ner. DtvtM. was vice president of 
Warwick & Legler. 

1 1 Mioi.i) F. Si i,i'iii;nso\ to the 
hoard of directors of \Iae\lanus. 
[ohn & Ulanis. 

W iii mm J. Coinr.nr to director 
of L.iCrange c\ Harrison's newly- 
created radio .and tv department in 
Indianapolis. Couii.ht was formerly 
media director with Bob Lang Vs- 
soeiates. 

Ions L. Diivi n to \ice president 
of Voting k Buhicain. 



David Mixtkh to vice president 
of Ted Bates. 

Josr.ni M vhon'E to vice presi- 
dent and telev ision group head of 
Sullivan, Stauffer, CobvdlcV Bayles, 
lie was with Sutherland Produc- 
tions as general manager, producer 
and director. 

Polmer, Stone ond Groy 
vice presidents ot BBD0 

William B. Palmer, William S. 
Stone, and Brian II. Gray, creative 
supervisors with Batten, Barton. 
Durstine 6c Osborn, have been 
named v.p.'s. Palmer, who joined 
tlir agency in 1956, is supervisor 
on Lever Bros., Swan, United Fruit, 
and Schaefer Beer accounts. Dur- 
ing 1959 and 1960 be was copv 
group head on Liberty Mutual, 
Sheraton Hotels and the Boston 
Globe in the agency's Boston office. 
Stone joined BBDO in 1954, super- 
vises the B. F. Goodrich and Chev- 
ron accounts, and has worked on 
American Tobacco, Bristol-Myers, 
Du Pont ami the Xow York Times 
accounts. Gray, who joined the 
agency in 1956, has worked on the 
Armstrong account as copywriter, 
group head, and creative super- 
visor. 




Thomas F. Maschler 



Perrin & Associates elects 
Thomas Maschler exec v. p. 

Thomas F. Maschler has been 
elected an executive vice president 
of Perrin 6c Associates advertising 
agencv, in Chicago. Maschler, a 
former vice president with Kenyon 
c\ Eckbardts Chicago office, first 
joined the Perrin agencv' last Feb- 
ruary as general manager. 

AlbertFrank-Guenther Law 
names Fest Phila. Mgr. 

The appointment of Robert G. Fest 
to manager of the Philadelphia 
office of Albert Frank-Guentber 
Law, advertising and public rela- 
tions agency with headquarters in 
New York, was announced last 
week. Fest is a vice president of the 
ageney, a position to w hich he was 
elected in 195S. Prior to joining AF- 
Gl . as account executive in 1953, he 
served as advertising and public re- 
lations manager for Daystrom Fur- 
niture, in Olean, X.Y. 




Hobert G. Fest 
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How the average advertiser "loses" his audience in the newspaper 

Total circulation '100 



A B 3 5%. C 5%. D 14 5% 

(A) 77% miss ad t (Bl 3.5% lail to associate; and (CI 5% tail to read most ol it This leaves advertiser with IDI 14 5% reiderihip 



TV MEDIA 

Newspaper data questioned 

Number of factors can be used to compare 
effectiveness and efficiency of tv and the press 



j \\tt:s „v t..\M)ON 

rrxcarvli ilin clor 

I A' , lucks,,,,, ill,-. 1 la. 

Tur i ri icikncv. ni various itdvertis- 
in.il media call vary, drpendinu 
upon the individual market. Since 
most newspaper ami television ad- 
Et'rtis'iii'4 is purchased on an iitt.lt- 
v idiial market hasis, it can he worth- 
wliile for the media Iniyer to ana- 
ly /i' tlie media situation at tire local 
market level, 

lannpariuji (fie efficiency or ef- 
fectiveness of newspapers vs. tele- 
vision is not an easy matter, na- 
tion.illy or locally. However, there 
are certain elements th.it can serve 
as a "checklist" for comparing these 
two media in a specific market. 
These factors can form a '4<'ii< ral 
analysis: 

1. leadership \s. viewing audi- 
ence 

2. Percentage of ad\ erfisin" con- 
trol 

3. Audience In si/.c or length of 
sellinn ni essasje 

■I. Change in rates arid circula- 
tion over period of time 

5. Newspaper vs. tv cns( per 
thousand 

6. Coverage of tin 1 market 

In Jacksonville, as in other mar- 
kets, the newspaper has done a 
satisfactory joh for most advertisers 
in the past. Hut in Jacksonville, the 



media picture Las changed, and this 
may also he true in other local mar- 
kets, It is now time lor a re-cvalu- 
atton ol media and the budgeting ol 
dollars lor each. Let's see what the 
checklist lor comparing newspapers 
and t\ reveals in Jacksonville, 

1. Readership vs. viewing 

Many advertisers continue in hu\ 
newspaper ads on the Itasis of total 
circulation rather than actual read- 
i rship. This is like liny in« telev isimi 
on the basis of cov erage are.i rather 
than rations! 

In UtftU, Daniel Starch Stall 
conducted a readership study of the 
local morning paper in Jacksonville, 
the tlorulu Tittu's-l'nUin. Starch 
iiie.isiueil Go national and local ads 
appearing in an Viigust issue, and 
I mi nil that only 23 per cent of the 
adult readers noted the average ad. 
This means that an average ol 77 
per cent missed the print .id. Starch 
reported that another 3.5 per cent 
tailed to associate the average ad 
with the name ol the product, com- 
pany, or service being advertised 
Finally, an additional > per cent ol 
the readers failed lo read at least 
hall ol the copy in the average ad. 
leav inn .in average read-most read 
ership ol only 1." per cent — or in the 
case ol the Turn v-f iiion — about 
l l.(HX) adults See Chart One 

i )n WJ.YT. according to the latest 



Nielsen, the aMtagc ,illdl< lit*' for a 
eniuinertial message includes 71 
(HMt adult viewers per quarter hour 
Monday through I'ridav. 1 ) \\l to 
Midnight \\J.\T reaches 131, (XX) 
adults per quarter hour in prinu 
time and 1S.O00 during weekdav 
afternoons. \ll of these individual 
television audiences exceed individ- 
ual print ad readership. \<ld to this 
the Lit t that on television, an ad 
vertiser tail hetter seleit his pri 
niarv audience — rueii, women te« it 
agers. t 1 1 1 It Iren or entire laliulv 
and he tan add the fcatlin s of 
sight sound ami d< ministration 

2. Advertising content 

It's quite possihle that j trowdrd 
atlv ei tismg situation in a n< vv s 
|),ipn tan conlrihiite t> nlattveh 
small leadi rship scons lor mthvid 
u. il atls. In Jacksonville's morning 
newspaper, atls iovitciI two thirds 
( (>7 per t cut ) of the spate during a 
week measured in \tiv< iither. \ c Mi2 
()vei hall of the paper's spate was 
devoted to .nl v < rtisi mi nts in ev< rv 
issue, ranging from "W> per tent on 
Tiiesdav to 77 pi r ei lit on Thins 
ila\ l 'roin Monti is through S.ctur 
dav i \ 1 1 1 1 1 1 1 1 1 '4 tin Simdav edition 
with its lonuts and supplement* 
atls appi aretl on Ml out of a |»is 
sililc i\2 pa^es Tin* ad less pagi s 
vvtit editorial or Iron! pag< s 
( >u \\ |.\ 1 . during the s.mir week 
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TV MEDIA 

riiiiinu rcuils ran during only one- 
si\tli (16 per cent) of the stations 
broadcast week, ranging from 10 
|n i (cut on Sunday to 18 per eent 
on Thursday and Friday. This in- 
i luded all commercial time, includ- 
ing national and local spot an- 
nouncements pins commercial time 
\\ ithin sponsored network and local 
programs. 

In the newspaper, with 67 per 
ceii I of the space devoted to adver- 
tisiim. an advertiser's selling mes- 
sage can he lost in the crowd. On 
TV. there is no competitive distrac- 
tion. 



3. Size, length of message 

The readership of a newspaper ad 
depends greatly upon the size of 
the ad. According to the Stareh 
Study of the Jacksonville news- 
paper, smaller ads pulled fewer 
readers. 

Printed ads of 2500 agate lines or 
more (larger than a full-page ad) 
were noted hy an average of 40 
per cent of the adult readers and 
icad most by 29 per cent. On the 
other hand, small ads of under 500 
agate lines (less than one-fifth of a 
page) were noted hy only 15 per 
cent and read most by 11 per cent. 



cflAHT two.-. 

Change in Times-Union rates and circulation 

INDEX (1955 = 100) Flat line rate Total circulation 
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Cll \UT Til HUE; 

Change in WJXT rates and tv home penetration 

INDEX (1955 = 100) Highest minimum rate Area tv homes 
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A TV commercial's audience re 
mains the same regardless of the 
length of the announcement. A one- 
minute commercial, a 40-second 
announcement, a 20-seeond spot 
and a 10-second I.D. will all reach 
the same audience at a given time. 
Regardless of its length, a TV com- 
mercial offers pictures, words, 
sound, demonstration, motion and 
e-motion. Both smaller newspaper 
ads and shorter TV commercials 
will cost an advertiser less dollars, 
hut only TV commercials offer tl 
same audience exposure. 

4. Rates & circulation 

In the Jacksonville market, an ana 
> sis of past data indicates th 
newspaper circulation has not ke] 
up with changes in advertising 
rates. From 1955 to 1963, the morn- 
ing paper's average daily circula- 
tion increased from 136,820 to 149,- 
98S; a 10 per eent gain. During the 
same period of time, the paper's 
Hat line rate advanced from 40? t 
70(*, a 75 per eent jump. The eve- 
ning paper's circulation actually 
dropped 17 per cent from 1955 to 
1963, while the evening paper's flat 
line rate jumped 74 per cent. 

On the other hand, YVJXT's 
changing rate structure has virtu- 
ally matched the growth of TV 
homes within the market. From 
1955 to 1962, TV homes within 
WJXT's 49-county eovera«;e area in- 
creased steadily from 139,670 to 
322,110; a 131 per cent gain. In 
comparison, the station's highest 
minute rate has changed from $150 
in 1955 to $400 in 1962, an inercase 
of 167 per cent. In addition, this 
does not rcfleet the addition of vari- 
ous diseount plans to the TV rate 
cards in recent years (See chart 2 dc 
3). 

In Jacksonv ille, television eannot 
he criticized for spiralling costs. Be- 
tween the increase in TV set pene- 
tration and the natural growth of 
the market, TV continues to deliver 
good cost efficiency to advertisers. 

5. Newspaper vs. TV cost 

Another yardstick for evaluating 
the efficiency of advertising media 
is the cost of reaching a thousand 
people. According to the Stareh 
Study of 65 national and local ads 
in the Jacksonville paper, the aver- 
age ad — based on the open rate for 
national advertisers and the end 
discount rate for local advertisers — 
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cost $31') ami was noted l>\ about 
.0.000 adult ic.idcrs. Tlih rcpre- 
■nls a cost per \1 .idults of SI.!) 1 ). 
I low about 1 1 1 1 1 - 1 >. t l;« • .ids'" Ac 
biding to the Starch Study in |at k 
onvillc, full-page .ids were less 
■ik'U'i'it tli. in tin- average .id. The 
•ost ill a lull ['.il;<- ad in I lit' local 
morning paper ranges Iriini $510 
(lowest local rule to ?> 1 .fiSfi open 
rate), and according to Starch, an 
iv.rago ol ')2.IK)0 adults noted the 
Iveiage lull-page .id. This rcpre 
sents an average cost per thousand 
adults ranging lrom STt.7fi to $ I S .'Vl. 

()ll \\J\"I". the average cost of a 
minute t Diiinu ri ial ranges lrom 
S2t>2 ( base rate) to $1 12 (lowest 
discount) Itetwecn 5) \\l and Mid 
night, daily . The station's average 
Blunter hour andieiiee. oxer the 
same period ol time, includes 17,- 
.")tH) TV homes with 7 1. .'WO adult 
\ lowers. This represents a cost per 
thousand adults ranging from H\M l l 
to S2.S.1. de|)eiiding upon the dis- 
count. In audition, 10-secoiicl an- 
nouncements. 20 second spots and 
10 second I.D.'s w ill cost loss and 
Bier e\ eu hotter cost efficiency than 
minutes. 

This cost per thousand compari- 
son is based on averages for pur- 
poses of comparison. Imliv idn.il ad- 
vertisers using either newspapers 
or TV in Jacksonville can expect 
their CI'M's to van from these av- 
erages, hut they will generally fall 
between the ranges cited. 

6. Coverage of the market 

Newspapers contend that eight out 
of ten adults in the I'. S read a 
newspaper on the average week- 
day. On the local market level, 
space would have !to he purchased 
by an advertiser in several dailies 
and weeklies in order to oht.iin that 
sort of market penetration. This 
sort of media buying procedure, is 
of course, impractical. It would cre- 
ate prohleins in mat placement, 
bookkeeping, correspondence and 
would run cost efficiency sky-high. 

In Jacksonville, the morning pa- 
per's average daih circulation was 
152.706 in H)62. The papers cov- 
erage is primarily in the metropoli- 
tan area ( l)u\.d County has 66 per 
cent of the copies), dropping 
sharply in the outside area, as most 
new spapers do. The morning paper 
covers 50 per cent or more of the 



households in Olllv three ((Unities 
i lie hiding the metro area 

In l')o2 the ev ruing local paper 
had an av < i.ige da tlv ( irciil.it Ion (if 
all 'VII. S ( ) per cent ol which was in 
tin* metropolitan area In the metro 
aiea. the morning paper covers 7S 
per cent ol the households and the 
evening pa pel covers 11 pel cent, 
hut lioth dailies combined cover 
onlv S2 per cent \ll hut 1 per ce nt 
ol the t v ( 1 1 lug paper's ( in illation is 
duplicated ill households reviving 
the morning paper 

W J.YI s a\erage daily c irciilatfon 
currently represents ISn'.fMM) I V 
homes in I') North I Morula and 
South ( '.corgi. i comities. About hall 
ol tile station's ( in illation is vv ithiu 
the metropolitan area, and the st.i 
tn in cox crs 50 per cent or more of 
the households in 22 counties 

In the metropolitan area, where 
the newspaper has traditionally 
claimed the greatest strength. '10 
per cent ol the households now own 
at least one TV set. giv ing television 
a greater potential coverage of the 
metro area than both daily news- 
papers combined 1 



SUMMARY 

I h<* pnrpi s< i I this i In t khsl w i 
not to t oi id i run u<vv spoors < b< 
III' ilieliei t|V<- on all these p nuts 
1 In lot al ii( w spap' i si ill r< pic i uls 
an i tlx n ut .k I v < it is n i • mi dium uid 
is idi al lor imiirv products uid 
s< rv k es in anv iiiuLit Kut tin 
media [in lure has thinned in i< 
m sunn mirkils ill in in othiis 

111 J.K ksouv illi , the mi-ih I silo. I 
tiou has slotted ( oiisidi rahlv \d 
Vi itlsers w ho III the p.ist VM ri 
placing llNI pi r < cut ■■! tin bud 'cts 
into the uivvspap'T will IiikI tlllt 
bv allot itmg 70 or SO pi r (i nl ti 
tin newspaper and 20 ir 10 pi r 
(i nt to I \ , oi various other 1 »r« ik 
(low ns. tin v call imre.isi theovii 
all efficient y of their .ulv i rtising 
dollars and ( an re.di/i grc .iter s rh s 
pel lorniaut e. T he same is prob iblv 
true in most otln r local niarki ts 
Television is now m a positu n to 
reach people that are not reached 
bv the newspaper. Television can 
support the newspaper bv broadi u- 
ing the market and olft ring a differ- 
ent type ol advi itisuig impact ^ 




And then this idiot squaw 
comes up the trail ripht there 
and {rives me nil this jazz 
about ARR. Says TV stations 
rise and set over cront cod 
ARB. Squaw hues me how 
ARR trod says Station Z has 
bi'ccer audience than WITN 
TV, NRC in Kastern North 
("arolina. You know nu\ 
Standing Eajrle. I'm no si- 
ting duck. I ask how lonjr 
since you last contacted ARR. 
She says two years. I say. 
that's like many m »>ns. 
squaw Add. newest ARR' 
study puts WITN -TV ahead 
of Station Z. Quick like In- 
dian I rattle off figures like 
UM".,00ri homes for WITN-TV 
compared to only lOO.fMUl for 
Station Z. lake I91/.00 home* 
in WITN' TV net weekly cir- 
culation, but onlv 1*5,100 for 
Station 7.. She s*ys. how 
'bout that. You wonhip ARR 
pod like me. Let's jret mar- 
ried. So 1 shot her. 
•ARB Covtrift Sttfdf ftb Uj'cn 1*<J 
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10-YEAR 

HABIT IN THE 
MADISON 
MARKET! 



4 



and 
the 

reason's 
simple as 

To many advertisers, WK.OW- 
TV and the Madison market are 
synonvmous. 

\\ r k0\V-TV's exclusive ABC 
network coverage matches neatly 
the market's full retail trading 
a t ea . 

Thus, you define the Madison 
market realistically, cover it com- 
pletely, and buy it economically — ■ 
when von entrust vour television 
campaign t„ \VKO\V-T\ 

What'.- more you're selling 
where they'll" looking. Km looking 
at CI I. 27 i> a ten year habit in the 
MariiMm market 

And why break a good- habit? 



mm 



MADISON, WISCONSIN 



Tiny Mm 

Vict-Prtt. 1 Cm. Mgr. 
Larry Itntun, Prat. 
jm n»r*. vici-Pnt. 



rtertititttt bjr Utm Yoant 
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Cin. Sam M|r. 



WNEW-TV kiddie Panel 
judges of "Wonderama" 

Eyes of WNliW-TV (New York) 
and Wtnuleratna execs were fre- 
quently raised heavenward in pray- 
erful attitudes that belied their 
cheery smiles, as they seated a coyy 
of kid critics beside professional re- 
porters at a press party featuring a 
17-niiiuite preview of the two-and- 
a-half hours of \Vo\ule\mnt\ in Dew- 
mark filmed on location. 

The idea of inviting kids aged 8 
to 14 to review the show for vari- 
ous publications undoubtedly was 
heartily saluted when it was run up 
the flagpole, but as the actual 
screening approached, thoughts of 
the unvarnished and sometimes 
alarmingly candid reactions of chil- 
dren began to drain a bit of the 
poise from those officiating. 

Si>o.\'SOr's 1 1 - year - old reporter, 
Kyle Heaney, recruited especially 
for the occasion, remained un- 
abashed like a good reporter should 
even after Wouderama's star, Sonny 
Ft k, asked her if she was really 
from "Monster" magazine. Deciding 
she liked the show because, as she 
said, she "had Inn watching it and 
learned something about Denmark 
at the same time," she went on, "I 
never knew that Copenhagen had 
so many canals, or what an old 
Danish house looketl like. I had 
heard about the Tivoli Gardens but 
olten wondered what they were 
like. M'tfiif/roimn in Denmark told 
nje this and a lot more." 

With an eye to growing into a 
lull-fledged nothing-is-ever-all-rosy 
critic she added, "Children under 
7 or 8 probably would be too young 
to understand what the program 
was (fully) about, but I enjoyed it 
sen much." 

Show was aired (in Channel 5 yes- 
terday (9/22) at 9 a.m. in its four- 
hour entirety, with the live studio 
audience of children taking part, 
Explaining why he went to Den- 
mark to film the program, Sonny 
Fox said, "The purpose of the visit 
was to show what it's like to be a 
child living in Denmark, what the 
country, what the people are like, 
and to acquaint our viewers with 
die fabled 'Fairyland of the North'." 

This special Wowlcrama show 
will be telecast on other Metrome- 
dia stations in the near future. Ac- 
tual dates have not been announced. 



VV D E F "TV CHATTANOOGA 

a much BETTER BUY 
NOW than last Fall. 

CHECK LATEST ARB ond NIELSEN REPORTS 



HIGHER RATINGS 



MORE HOMES 



Greater Popularity 
CHATTANOOGA 



CALL 



Y ADVERTISING Time s*les INC. 



NOW! 



WHO'S GOT 
THE AUDIENCE IN 
THE ARK-LA-TEX? 



JUST 
GET THE "BOOK" 
(ARB or NSI) 
AND SEE! 



...AND YOU'LL BUY 
THE TOWER OF POWER 

Ktal*fv 

CHANNEL 6 NBC FOR 
SHREVEPORT 
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Mrtlla proplc 

what th<-> ure ilotntf. bii)Jng 
ami vi)ini; 



■ Compton ndds buyer: Irene Bnurgouiu Hues 
lo Compton (New York) to buy for I' & C. Irene 
was a media buyer at Beach, McClintun (New 
York) on the Lever and Brcck accounts 

■ Venet gets new media director: Isahcllc Stan- 
nard lias joined Venet Advertising (Union, N.J.) 
as media director. She was with Maxon (New 
York) buying for Gillette Toiletries. 

■ Fur away from home: Buyer Carole Lewis u ill 
be back at her desk at Papert, Koenig, Lois (New 
York) on 30 September. Bight now she's enjoy- 
ing a six-week vacation in Europe. 

■ The Wright change: C. Brendon Wright, who 
was an account exec at Hutchins Advertising 
(Rochester) has been named media director at 
the agency. 

■ New buyer at D'Arcy: Valentine Caldwell 
now in the post of media buyer at D'Arcy (San 
Diego). 



■ Ojjrcn promoted: George Ogrcn has been 
upped to media buyer al Kemou 6f Kckhardt 

New Y<irk). George, now rnjoviiig a \ .nation 
was .hi assist.i nt media buyt r and media re- 
search .in.il\ st at the agency. 

■ New York agency names media director: Bovv- 
cna l'earl goes to Forwell Ciampi Feldni.iu as 
media director and operation coordinator, han- 
dling such accounts as Lion Packaging Products. 
Jackson China, and Therm. isol 

■ PKL media department adds a buyer: Maria 
Carayas, formerly a media hover with Kudner 
(New York) lias joined Papert, Koenig, Lois 
(New York). 

■ Media department changes at Biddlc: Margie 
Hamilton upped to manager of the media de- 
partment at the Biddle Company (Blooniington, 
111.) from her previous post as media buyer and 
assistant department manager. Paul Baker ad- 
vanced to vice president in charge of markets. 



BBSBUHnnnmniiiiuinii 




DOROTHY SHAHINIAN: 

what forest — this tree? 

"Another media buyer with a fresh outlook can in- 
troduce a completely new thought that a buyer close 
to the account wouldn't come up with," says Doro- 
thy Shahinian showing strong enthusiasm for Kud- 
ner's (New York) planning Ixiard rnctliod of selecting 
media for accounts. "It really works," sn.vs Dot, 
"after all. the range of media is so great that one 
person can't be all-knowing about all media, but a 
small group of media people each specializing to 
some degree in a specific medium, can contribute a 
wide scope of experience as well as stimulating and 
varied view points to budding campaign plans." Dot 
joined Kudner in March as administrative assistant 
to the agency's media director; works on the Good- 
year Tire & Rubber. Fisher Body (General Motors). 
Tussy (Lchn & Fink), and Beauuit Mills accounts, 
and is a member of the media planning board. A 
graduate of Ssracu.se University, she began her 
career as a research assistant at \N NFW(Ncw York), 
later spent nine years with Fuller & Smith & Boss 
where she was associate media director. Dot lives 
in Tcnafly, N. J.; boasts she's a 27-hole-a-day golfer. 



55 



"TIMEBUYER'S 
CORNER 



23 September 1963 



supervising the media department. He was vice 
president and aeeounts supervisor. 

■ BH&S combines departments: Beaumont, 
Heller & Sperling (Reading, Pa.) has combined 
market and media departments. John L. Sper-. 
ling, v.p. and a direetor of the ageney, named 
direetor of the department. 

■ A groan and a thank-you from the West 
Coast: Evelyn Klein, Cunningham & Walsh 
(San Franeiseo) buyer, is still groaning about her 
"near miss'' in the recent KPIX drawing for the 
top prize, a Caravelle sports car. (See photo.) 
Seems Evelyn walked in with the winner, Kay 
Shelton of Botsford, Constantine & Gardner, 
but none of Kay's luek rubbed off. Lueky Kay 
is thanking her stars she arrived home from her 
Hawaiian vacation (TIMEDUYER'S CORNER 
26 August) in time to attend the KPIX shindig 
to walk off — drive off. that is — with the big 
prize. 



KAY SHELTON WINS A CAR 




SAN I'HANCISCO STOHYj Kay Shi-llon, Botsford, Con- 
sin ulinr tV Gardner media director, beams as Howard 
M.ir>h, KPIX Television s.ilcs manager hands her keys 
to the Caravelle sports car she won. Kay joined 150 
other San Francisco agency people at Trader Vic's for 
a luncheon presentation of the station's fall program* 
ing, ended up by winning the top prize of 100 prizes 
.iwardcd in drawing conducted by the west coast station 




MILTON DE LUGG leads Darla Hood, Francine Car- 
roll, Rosemary Jun in rock 'n roll "Dream Date" tv spot 



■ Tots target for Transogram: The Transogram 
Co. (New York), utilizing a $1 million ad budget 
is currently reaching for the kid audience with 
a till-the-end-of-the-year drive of filmed 60-sec- 
ond tv spots spread over a 13-week period on 
more than 38 stations across the country. The 
toy manufacturing firm is concentrating effort 
on three items this year instead of spreading the 
budget over a large number. Commercials plug 
"Pretzel," toy dog game for kids up to 8 years; 
"Dream Date," game for sub-teens pushed by 
rock 'n roll-backed spot (see photo above); and 
"Miss Popularity," game for sub-teens and teen- 
agers. Company will also co-sponsor "The Cow- 
boy and the Tiger," hour tv musical spectacular 
starring Sonny Fox, set for 25 markets for 
Thanksgiving. Ageney is Helitzer, Waring & 
Wayne (New York). 

RADIO BUYING ACTIVITY 

► International Holidays planning spot drive on 
15 California stations to test new membership 
plan offering discounts on vacations, eateries, 
etc.; plus savings on tires, cameras, etc. If suc- 
cessful, firm will break campaign of 36,000 min- 
ute spots on over 400 stations before end of 
year. Ageney: Safyan Wales (San Francisco). 

TV BUYING ACTIVITY 

► Mogen David Wine (Chicago) has announced 
plans for a new campaign to begin 29 October 
combining spot tv and network radio. All four 
Mogen David wines are to receive heavy satu- 
ration on spot tv in major markets; while 30 
spots per week are scheduled on the NBC Radio 
Network and 15 per week on the ABC Radio 
Network for an eight-week period. Ageney is 
Edward H. Weiss & Co. (Chicago). 
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Sell them dietary products? Fat chance! 



When it tomes to selling dietaries, the teen market 
offers pretty slim piekin's. Overweight is more an 
adult problem. And if you want to reach adults in 
Indianapolis, WFBM is your station. For we are 
openly partial to grownups in our music and other 



programming. Take our disc jockeys, for instance. 
They lean heavily if you'll pardon the pun— to the 
great show tunes and popular classics of today and 
yesterday. It's their way of swinging your ad dollars 
our way. . .and Indianapolis sales dollars your way! 



Put your advertismq Ahere the mone> is' 

WFBM RADIO 

THE 27TM METRO MARKET . REPRISE S * t 0 0 ♦ T M £ «»TJ « S !>'*• C T 
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SPACE VEHICLES A HKOMO BONANZA Helicopter and space vehicle (above) may 
not fly in tin* sky, hut they afn sky'-hi'ttll when it conies to success as promotion idea 

TV MEDIA 

"Space vehicles" rationed 



Two space vehicles, a helicopter 
ami a space station on wheels, have 
proved to he big moneymakers for 
WVEC-TV, Norfolk-Hampton, Vir- 
ginia. 

The station asks mj extra fee for 
tlic use of the vehicles. It lends 
them out lo advertisers who buy 
$500 of station time within one 
week, or $.300 for 13 weeks. The 
trade deal has hern so successful 
that WVEC-TV executives say they 
no longer have to sell the idea, hnt 
must ration out the vehicles in order 
that they do not hecome too fa- 
miliar in the area and lose their 
drawing power. 

The helicopter, costing $4,000. 
and the space station, at $5,-100, are 
used as rides for children similar 
to .in amusement park attraction. 
Tin- advertisers promote I he space 
vehicles in their print and broad - 
east advertising — an additional plus 
lor the station. Main sales have 
hern allrihnted to the availabilitv 
of the vehicles. Within the first six 
mouths the\ paid lor themselves; 
over the two \ears of service the\ 
have equalled their value main 
times. savs a .station spokesman. 

What do advertisers think? Janaf 
shopping center, for one, used only 
|he helicopter in Christinas promo- 
tion hist year. Howard Stanley, of 
lanal s ml ageiicv . Cavalier, wrote: 



"It was a most successful promo- 
tion. Two thousand kids. We had 
hoped to use a real helicopter but 
the city wouldn't let us. The 
WVEC-TV helicopter was just as 
effective. As a matter of fact we 
were so pleased with the results we 
used both vehicles last month for 
our anniversary celebration. 

Macatee, Whitely upped 
at Washington stations 

As a result ol expanded sales ac- 
tivity. Evening Star Broadcasting, 
Washington. D.C.. has announced 
several executive changes. Charles 
A. Macatee (left), national sales 
representative for \V.\ 1 A L-TV- Ra- 
dio since 1962. has been named 
national sales manager for WMAL 
Radio and will act as liaison man 
between WMAL Radio and the sta- 
tion's national sales representatives, 
McCavrcn-Guild. 1 lis video count cr- 




Mm-aiee 



Whitely 



part, Robert F. Whitely, has been 
named national sales representative 
for WMAL-TV and will operate as 
liaison between the tv station and 
its representative firm, Harrington, 
Righter & Parsons. Other promotions 
include Alexander Shcf tell, now ac- 
count executive for WMAL Radio, 
npped to local sales manager; and 
William Roberts, formerly v.p. of 
Kal, Ehrlieh and Merrick Advertis- 
ing, to account executive. 

Food broker not middleman 
more like "everyman" 

The food broker is no longer just 
a middleman. In fact, he is being 
called upon, in the complexities of 
today's economy, to lie more of an 
Everyman, according to TvB's Nor- 
man E. Cash. The bureau president 
told last week's (16) gathering of 
Raleigh, N, C, food brokers, dis- 
tributors, media, and trade assoeia 
Hon executives, that principals are 
demanding that brokers offer ser- 
vices beyond normal sales and mer- 
chandising activity in order to 
assess the fast-changing character- 
istics and sales trends of their mar- 
kets. 

"Brokers arc the lines of commu- 
nication among advertisers, agen- 
cies, local media, and retailers." he 
saitl. They now must offer "coun- 
sel on pricing, store surveys, pro- 
motion, sales forecasts, and give 
recommendations on advertising 
and media." Reminding the brokers 
that since 1960, the top 100 national 
advertisers increased tv's share of 
their ad expenditures from 53.5% 
to 57.9^ and that the total tv adver- 
tising expenditure is expected to 
hit $2 billion this year. Cash said 
that "lx-eoming experts in the field 
of advertising media is more of an 
obligation now than it was two 
years ago because of the growing 
endorsement of tv by the country's 
most successful product manufac- 
turers." 

Cash urged the local business- 
men to capitalize on the new re- 
search center in the middle of the 
Raleigh-Dniham-Chapel Hill re- 
gion, which is making a big eco- 
nomic impact on the area. "The 
value of Triangle Park will increase 
in proportion to the kind and| 
amount of individual and group 
effort ponied into it," challenged 
Cash. 
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Hali-ulm SI. Hiirlrxnu 



Burleson named v. p. for 
Metropolitan Broadcasting 

Malcolm \1 Dm li-si in. lurinerh <h- 
reitor i«l eimiueer iusj fur Metro- 
pnlil.iii Hi t mi least inn. li.is liccn 
named \ ice presidt nt. I If will ciin- 
timic to m.iiiit.iiii lit».idt|iiartcr* .it 
me on por.it ion's \\ .i.sliiui'Uui, I). (■ 
p.itinii W 'ITC V. .mil will retain 
his post of director of en^ineerim;. 
.1 position ho lias held since the sta- 
tion's inception in UMT. Prior to 
tli.it, lie was associateil with the 
■ lieu IV Dii Mont Laboratories. 
During (he war \ear.s. Burleson 
t.umlit radio theory and mathe- 
matics for the ("oast Ciinrd and the 
V S. Signal Corps. 



NEWS NOTES 



Cumt;!-' X-owi-'omi to the ptihlieitx 
and puhlie relations committee' for 
the X, V, chapter of tin- National 
tendons of Television \rts and 
Sciences. Xorforil is consultant lir 
tin* State Commission lor Unman 
Rights. 

la \ Coi. nitrite, to manager of pro- 
gram development for TV 
••ot. inn m. was with HlilDO as 
broadcast coordinator 

KoitHti IKnitis to television ac- 
connt c\ei iithc at W S VZ-TV. I hint- 
iijjtiin. W \'a. lie is a lornier inein- 
her of the Krouer Co.'s .idvertixiii!* 
stair. 

Honmr I1\hk\i;ss to television 
aceonnt executive for \\"\ UK-TV, 
Ihnuli. union. X. V. ll\Hk"svv« was 
with \\ INK-TV in a similar c.ipac- 
Sh. 

ItoiiHii Buowa to coordinator 
corporate information at \IH' 



\(n \i w | \( v. W w \i \N lo st.ltl 
tlintloi ol I hctroirit liidusl.ru s \s 
sot latum s ( onsiiiiii i 1'iodiii is l)i\ i- 
sum 

| kl I WIV \\ I III II to \ II I pi I si 
ill nt o| \ ( \u Isi II 

I .IIW Mill \llssl\\ | II til .IS-Slsl. lilt 

dnei tor • I lilni lor \ IK ' \i ws 
\\ II l I \ \l ^' \|i it 111 I i to duei 

lor ol news, provir.iiiuuu and pnlihi 

allaiis tor \\ H S 11 1 A Davt-ma 

Beach Oilando 

\ \l t \iwm\s to clirei tlM ill 

news .mil puiihi .iii.ii i% of writ. 



I\ \\ ashtuHlMii I) < 

V i \ \ k. J M< ilu ill 10 ri *i< ma 
sali s u i.i ii i 'i r lor Willi 1 \lliin\ 
St I -Mads 1 i o\ 

I.i wis ( (•in isi lo 1 1 tii u 1 1* rt i it 
iM.iii.iUi r ol W k 1 > \ < .until n 
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PREStO.CMAH&O.TlUlt 
I'M GOING TO TURN 
rou INTO TWINS. 
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cease YOUR 

CrlUPlSrl PKATTlC, 
WOCfOCO SUCH AN 
WENT WOUlD 6£ 
CONTRARY TO AU 
NATURAL IAWS. 
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- - TUtV guiLT A TREMENDOUS NEvV 
SATEUITE--WWUP-TV IN Sault 
STC. AAARlC-- WHICH REACHES AN 
APDITlONAL AUOItNCE ALMOST AS 




MAGICAL GROWTH EXPLAINED! 



When \\A\TV planned its WAX t P-TV satcl- 
lite in Saull Ste. M-irie. sse anticipated an 
audience increase of V).l*"r and that sounded 
very fine lo our advertisers 

Imagine our delight when ARB ( Nm , I'Xii) 
showed that we hail increased our audience 
actually 8 V, in Ihe t S, alone, not including 
some mighty important Canadian coverage. 



"Hie upshot' Well, sse'se noss pi the 
greatest almost undiscosered market in the 
nation — I " counties — nearts a millt^M 
people retail sales nearls A BIILION 
1)01 L \Rs AK.ut four times more TV' h »mcs 
than Atlanta' Hut sou mas he the onls adver- 
tiser in sour inilustn » ho seems to know 
about it. Ask Asen Knodel' 




WWTV/WWUPTV 

CADllUCTHimSt CUT / S1UIT STL WaWI 
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Improved research sparks business 

ABC Radio reports substantial advertising,gains 



\BC Radio reports ;i substantial 
siilt'S growth for 1963, with billings 
for the uncompleted third quarter 
this year already 56 r c ahead of the 
completed '62 third quarter, and 
the fourth quarter — with four 
selling months remaining — 29% 
ahead of quarter last year. 

This rosy picture was painted 
h\ the network's sales v.p., Theo- 
dore \1. Douglas, Jr., for repre- 
sentatives of more than 100 east- 
ern alfiliates attending their an- 
nual meeting in New York last 
week. The attendance figure 
hronght to more than 250 the num- 
ber of station representatives par- 
ticipating in ABC Radio's four re- 
gional meetings in ten clays. 

Douglas also noted that each 
quarter this year has shown an 
inerease over the previous one; 
there were 20 52-week advertisers 
in 1963. highest number in many 
sears, and the summer months of 



'63 were the best in ABC's recent 
history. 

President Robert R. Pauley, who 
conducted the session, attributed 
much of the renewed advertiser 
interest in network radio to "vastly 
improved audience measurement 
techniques. Sindlinger & Co. has 
done much to inform agencies and 
sponsors as to where their radio 
money will be going — and more 
realistically than radio sponsors 
had become aecustomed to." 

As examples of network radio's 
ability to carry sponsors' messages 
successfully throughout the coun- 
try, Pauley pointed to Campbell's 
V-8 Juice, The Mcnnen Co., and 
Hastings Mfg., all of which he 
said credited radio Us the single 
most important factor for their 
steady sales increases during the 
past few years. 

Pauley also confirmed ABC 
Radio's plans to program shows for 




HOW YOU GONNA GET 'EM BACK TO THE FARM? 



(.cttini; read) for recent meeting 
"I Natl. Av.ii. of T\ and Hadio 

I arm Directors at Cherry Hill, 
^ I -ire (1-rl Kd (mm. ilVrcjilis 
I'nnili r Co.. Uttluii, N'.J. A «i i- 
tiilture Dept. Hill Hode, U"C:\U, 
I'lul idi'l])lii,i. Iiumirarj chairman 
I'lidij) Vl.iuipi. N.J secy, of auri- 
i allure co-cli.iiriiuii I)i Oniric 
UcUlc, \\ | ||„ |«|„|,, . co-tliair- 
iM in 1 1 1 • lt 1 ■ l-YrRiiMMi, \\ C.\r. 
Hr'in D.iucs. KI-'\H, Om.ilia, uatl. 
Wild- 1) pres., Dill ( .ourtciiav, 
u I II hilui l lciskcll. U S \Z. 

II ii l nvlon \\ \ .... Com,,,, u„li- 



itison, \\ HAL, Baltimore; Amos 
Muiv, of host Cherry Hill Inn. 
Hack row (1-r): Amos Kirbv, 
WC.W, Charlie Slate. Carolina 
Radio Network; L.iyuc Heaty, I'.S. 
Auricultnre Dept.; N'oniian Kracft, 
Mutual BrttiulcastiuR, Washington. 
DC; Hoh Palmer, CunuiuKlJwn & 
Walsh, N'.Y.Cj Frank Atchley, 
Grocery \Ifrs. Assn. of America, 
V\,C; Walte r StreiRllttfl, Ameri- 
can Lamb Conned, Denver: Tom 
Inisw c iler. |'a. Agriculture Dept.; 
Louis Ilavrtlla, Lainl) Council: 
tieorjje Sonic, du Tout Cu. 
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local sale this fall. One of those he 
discussed was The Mind's Eye, a 
daily night-time drama series to 
bow late this year. 

Affiliates were also told that be- 
ginning 27 Octoher four Flair Re- 
ports segments will be added on 
weekends; The Tom Harmon 
Sports Shoic will be expanded to 
15 minutes on Saturdays and Sun- 
days, and new news programs will 
be added at 6:30-6:40 p.m. Satur- 
days and Sundays. Pauley said high 
listener, advertiser, and affiliate 
response toward the new Flair Re- 
ports was responsible for addition 
of the segments. 
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Better selling techniques, 
clear thinking called for 

"Plain old-fashioned Norman Vin- 
cent Peak?" with a dash of one-up- 
manship highlighted a talk on sell 
ing by radio representative Robert 
E. Eastman last week before the 
Columbus (O. ) Sales Executives 
Club. 

As samples of bad technique, the 
head of Rolx'it E. Eastman & Co. 
picked tnit some negative manner- 
isms that "bug" him, such as "to be 
perfectly honest with you," imply- 
ing mendacity, or "obv iously," im- 
plying ohtnseuess on the listener's 
part. 

He called for clear thinking by 
salesmen and less preoccupation 
with "image," emphasizing more the 
immediate problem of selling and 
circulating. "With a national adver- 
tising expenditure of S35 million a 
day, the ads or commercials of yes- 
terday or last week are quickly bur- 
ied . . . Wc cannot afford millions of 
dollars to create a nice, warm feel- 
ing about a product. We must sell 
it and sell it now." 

Eastman also recommended a 
technique of questions as flattering 
to the prospect and helpful to thcl 
salesman in learning his needs. "Thcl 
man or the team th;it is steamed 
up, working hard and has the can't- 
be-heat attitude is going to win. 
That is just plain, old-fashioned 
Norman Vincent Peale." 
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Radio to play big role at 
[Fontiac, broadcasters told 

■irrtkittg to tin" Michigan \ssn. ol 
P*i;h1ivi\Uts on his "lavorite snli 
■i t" l'onti.ic the company's 
■ vertisiug in.ni.igri li.nl much In 
a\ lor r.ulm .is llic Ion ii- 1 i 11 n* 
pekhoiio ol l'i ■■ it i.u-'s .kK ertising 
Skins. H)f>l is mi rvc*»"|>ti«m ami 
Hiilc millmiug radio's rule in tin* 
utroduclion ol (lie now line. John 
■'. Malone posed .1 challenge fur 
p* executives iii iilteiiilaiue. 

"in setting mi (liis ( IW> I ad > 
program, ur haw found lli.it mil' 
(f our inajnr problems' in In i\ it it» 
Us been (In- lack of definitive an- 
licncc. measurements," bemoaned 
lalone. 'There lias been a great 
leal t if quantitative informal ion 
available. lu'ccntK stations mid 
Bi'ir associations started to fur 
lisli advertisers with qualitative 
■formation, giving not numbers 
mt demographic information that 
•an lie matched to the profile of 
ko purchasers. 

"Hero's whore you can help ns 
)\ assisting in making our dollars 
m further and make this medium 
pork harder fur ns. Yon should 
Untimic with ovon greater effort 
o standardize your rating nioasuro- 
nents. circulation figures, coverage 
lit a. Iioine-plus-ear listenership." 

Disavow ing am designs on sec- 
md place in auto production and 
ales. Malone said "we shieerelv 
lope that with the help of von 
broadcasters we can hold firmly to 
liird place in the industry." Ponliai 
i.is ov er jhe years used a variotv of 
ipproaches to hrOadcast. from foot- 
rail games and other network 
ports programing to spot tv anil 
adio. the latter having taken piece- 
li'nce in most recent seasons, 
tmally all announcement activitv 
las lieen conconlratod in one week 
with as close to saturation as we 
an get." For the first time during 
lie ]!)fi3 mode) year, Ponliac made 
xtensive use of radio (lights — 17 
veeks of spots in more than I'iO 
Markets with an expenditure of 
icarlv triple the amount spent in 
iroviotis years, lt.idio will again 
day a major role in Pontiac's HM>I 
mnouncenient planning. And. on 
£ Oeloher. Pontine will have the 
today and Toi\is.ht shows and 
atcr Victor Borge, Uing Cnwliv. 
md a (light of spots. 




Corol Johnton 
WOMEN 



I d Murphy 
MUSIC 



Fred Hillegot 
NEWS 



Ellior Gove 
TIMEKEEPER 




Rtchord Hoffmann 
BUSINESS NEWS 



If pocks o friendly punch. Stroll 
down the street with Deacon 
Doubledoy or Corol Johnson or 
Fred Hillegas. Watch the smiles 
light up peoples' faces; hear the 
known-you-all-my-life greetings 
from total strangers. 
This friendly attitude is for you, 
too, when these personalities are 
selling for you. And, that's why 
WSYR Radio is fhe greatest sales 
medium in Central New York. 
So you see what happens: 
Personality Power = Soles 
Power for you in the 18- 
county Central New York 
area. 

Instant friends for what 
you hove to sell. 
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WOWO OKFEKINC PHIZES AT J'UKSENTATlONS; Sandy Rik-hht, secretary at the 
station, piivs with some ol the over $5,000 in jiiCTehnndise awards to I* given out to 
tlmsr u'tti-mliiiB tliis year's sales presentation. Top prize is $2,000 Carihlwjui cruise for two 



RADIO MEDIA 



WOWO begins "road show' 



Ft, Wavnc's WOWO took to the 
mud last week with mi lS-nvinute 
slide-ta)X' sales presentation to he 
shown 21 times initially in 19 cities. 
Consisting of 120 special color 
slides, narrated tape, and a visual 
display, the fuct-and-figure package 
is designed to assist WOWO's rep- 
resentatives. AM Radio Sales, in 
promoting the Ft. Wayne area as 
(lie IStli radio market in the U. S. 

The tour began last Monday 
( 16) and will continue through the 
week before Thanksgiving, during 
which time presentation will base 
been given in Marion, South Bend, 
Indianapolis, Muneie, and Ft, 
Wayne, Ind.; Toledo, Cincinnati, 
and Lima, Ohio; plus Boston (to- 
day), New York (tomorrow and 
Wednesday), Philadelphia. Detroit, 
Chicago, Milwaukee, Minneapolis, 
St. Louis, Kansas Cits', San Fran- 
cisco, and Los Angeles. 

Hosted by station sales manager 
II. I). (Tom) Longworth, the pre- 
sentation was produced by promo- 
tion manager Doug Shull. who ad- 
mits: "It doesn't take a retinue of 
hands nten to set it up, hut it did 
lake some planning to make it com- 
pact enough to Uet it on n regular 
passenger plane without arguing 
with stewardess or pilot.'' 

Shull said special artists were en- 
gaged to do the theme art work and 
color churls ,nu] maps, and even 
\ iiui- In ,ird on the station lias his 
nrl in the tape piesentation. In 



addition, the slides were carefully 
selected from hundreds taken in the 
past year, depicting station activi- 
ties, public service events which 
show the integration of towns and 
farms into a market pattern that 
gives the station its spot as the 18tb 
l T . S. radio market. 

WOWO last year experimented 
with a presentation in ten cities. 
Preparation for this year's "pitch" 
was started when last year's crew 
returned from the last showing 
early in November, It was further 
accelerated when billing figures 
showed that at least 10% of the na- 
tional business could be traced in 
part to someone's having seen that 
first presentation. 

NEWS NOTES 

Beaumont station brings $400,000: 
KFD.M commanded one of the 
grander prices in recent history 
going to Badio Beaumont for $-400,- 
000. Seller is Beaumont Broadcast- 
ing Corp., which has owned the 
station since 1939. Badio Beaumont 
is fulb' owned by Mr. and Mrs. 
John II. I licks. Jr.. and contingent 
upon FCC approval of this acquisi- 
tion. Hicks proposes to sell his 50 r r 
interest in KOLH. Port Arthur, to 
Badio Southwest, licensee, and his 
\2<S- interest in K.PEL. Lafayette, 
to Badio Lafayette, licensee. Fur- 
ther expansion plan* for I licks in- 



clude acquisition ol 100% interest 
in Badio Bryan, Inc., licensee of 
WTAW, Bryan-College Station 
Tex., a station in which he now 
holds 50%, Hamilton-Landis bro- 
kered the Beaumont sale. 
Religious sect rallies to radio: The 
Episcopal Diocese of Long Island 
has taken its first big step into radio 
with an all-Spanish religious pro- 
gram aimed at reaching the grow- 
ing Spanish-speaking population in 
its area. Entitled Lumbres de Vim 
( Brains of Life), the 15-minute pro- 
gram debuted on WBNX. Xew 
York, earlier this month. The con-, 
tract is for 52 weeks and future 
plans' include airing by Voice ol 
America's Latin American divisior 
anil several local stations in Latii 
America. 
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Gi:or«;E II. Callct to statior ' 
nager of WGAX, Portland. Ib jm: 
was account executive for CBS 
Badio, Xew York. 

Donald J. Traceseh to vice 
president of CBS Badio and gen 
eral manager of WEE! CBS vm 
in Boston. 

Billy M. Davis to production cb 
rector of KTBC, Austin. 

MAitc.vitioT Srcc. to director o 
promotion and public affairs a 
WTOB. 

Dvn.ny Dkkvkr to the sales stal 
of KOL, Seattle. Dklvlh was via 
president and general manager o 
Foremost Broadcasting. 

Bill Blwgtso.v to general maul 
ager and sales manager of KOAM I 
Pittsburgh. 

Hank Ghel.nwali) to sports direc I 
tor of Northeast Bailio, a division cfl 
Ivy Broadcasting. 

En JesriCK to promotion directrl 
of W1BE, Indianapolis. 

Jo.v Holiday to general manage 
of KBOD, El Paso, lie suceeecl 
Hal Davis who becomes preside! 
and general manager of KNOW 
Denver following Trigg-Vaughnl 
purchase of the Denver facility. 

John E La Gi'ahdia to manage! 
of merchandising and promotion f<| 
K.XOA. Sacramento. 

Willi vm Nichols to gener;| 
manager of KPAT, Berkeley, stM 
ceedmg Willi vm C.vlv lht. wh 
has heen transferred to Dickens 
Wiuciu's Xew York office. 
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(study provides 
Negro market 
dimensions 

l\ market cli. irt on uivirh .1 third 

ol tilt' COIIIltlVS $21 M 1 > 1 lilt ill Nl'UH' 
llU\lll<4 power ( p.i\ .1 1 t<*r taxes) is 
lieini; supplied .ul\ < - i t isci s .mil 
jaueiicies hv lirrit<ml Howard i* 
Eli, nl New Yuri. Tin* irpri'M-iit.i- 
pxo linn, with .1 station list lovei 
ing fi.V r ol til** Ni-gro market. 
Iconimissiiineil Stiles Mtmuiit'Hient to 
■take .1 gcotjra plural selection lioin 
top markets .ind produce Negro 
data comparable to <4ene1.1l data 
in the publisher's own a111111.1l Swi- 
ff'/ of Huijinti Voire t, 

Tilt' resnltnm IJovvard .m.iK.sis, 
titled The S'eit Diiliriixioux of the 
Sfj.ru Market, gives ihcoine and 
spelldiuu data tor collective and 
■ pica I families in Baltiiiuire, 
Itirmingham. Inillalo. Chicago. 
Kiev eland. Dallas Kurt Worth. 
Detroit. Kansas CiU. I.os \ngcles 
Miami. New York, I'liiladelpliia. 
Pittsburgh, and San Kraneisco 
Oakland. 

I lighligbts: 

► Of tli<* 15 markets studied, onh 
New York Citx lias tlu* saint" Negro 
and general buying pattern. It 
ranks first nation. dl\ in both. This 
is liow the ti>p five compare 

Pattern Hank Ni'tfio General 



New York (atv 

Chicago 

Philadelphia . 

Detroit 

Los \ngelcs 
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M Almost a third of the 20-mil- 
lion national Nemo population is 
covered (5.!) million in l.fi million 
households). Income is rOnghlv the 
same proportion. ST billion of a 
total S2I.0 billion. Seven of the 
markets are in the top- 10 general 
metro list. Tin- smallest area 
studied is liiruiiiighaui. scene of 
economic hovcotting. which ranks 
•13rd on the general but 1 St h on 
the Negro list, w ith a 30.1' r Negro 
population and $90 million NYgro 
retail sales — Slo' inillinn in depart- 
ment stores 

► The best market potential is 
in northern anil eastern areas. 
Three cities exceeding lVcitv 



Negio ,i\c"i.fgo nl *> I, I "i'l .110 ( I ill a 
Ho with Sl.TdS. I.os \ugeles with 
$J.."i»i2, and I'liiladelpliia with 
$ 1. 

Sniuniuig np Ven I hint n\ion\ 
reminds ad\ crtiseis that tin 11.1 
tlonal Nemo m.nket rrpfvsenls 
better tb of \0' 1 ol the touiitivs 
population, i"/ 1 "I an aggiegate 
TS i it\ population w here two thuds 
ol all retail sales an- inaile and it 
accounts lor 30' 1 ol downtown 
department stoic and irlail Made 

These lai tors point to the Negro 
as "essential to bin 1 its profits, 
the .slink sa\s. Ihe tvpical Negio 
laniih is tharactci i/cd as \ 11111114 
growing, and loval in its huving. 

Ibis maiket will continue to <4row 
"b\ leaps and bounds", the snrvev 
concludes, as the Ncgl'n ailiirves 
greater prosperity through in- 
cveased independence, education 
and eiiiplo\ incut opportunities 

Negro radio, programed to an- 
ih'eiue tastes, is an adv ertising 
route into vast numbers ol homes 
"at a low cost unparalleled In am 
other medium." S'ru l)iuieusion\ 
adds. 

In releasing Sen' l)iiiirn.\ioii\. 
I low aril, president ol the sponsor- 
ing rep firm, said the project grew 
out ol a Chicago seminar last spring 



with opelatnrs ol sollH W) Ni 11 
programed radio stations his linn 
represents Ihe same iinttin snr 
v e\ cd Ncgm di in mil b>r m w I mil 
ol pi < igi . lining in in ws pnbht 
servile, .mil i tit 1-1 1 . 1 1 1 1 1 n< ' 1 1 1 to .11 
1 1 n 1 1 1 1 1< 11 l.i 1 1 ' 1 li, limine m|i-|i t\ 
eihiialion.il and 0tt.np.1t1 11. il 
lev (Is ol the \e14ro .nidlnn 1 

I \eu Drtmnxuuw nsi s si. mil oil 
1 1 1. 1 1 k ■ I boiiiiilarv iimtipts In 
i .1 use these are tin v.inlstuks 111 
use. w here is radio iiivtrage gins 
bevoiul geugiaphit 1 11 11 1111 1.ir irs 
I" tit" (his ri istni, \ 1 11 Dum nsmns 
eonibiiieil Dallas and Kurt Worth 
as one radio market, hot lln-si 
cities ,ire listed separatelv in (In 
Sii/t-v Wil'Mie,! mt nl Standard \li tro 
Vreas I >ri 1 1 141 1 1 14 the 1 mint to I "> | 

NEWSMAKERS 

Jfisi I'll I". \| vii v\ to V11 1'iaiio 
Vssoeiales as .11 count e\rt ntive. lie 
was fornieriv account excinlivc at 
W KII.-TV. Triangle station in I'liil- 
adelpliia. 

krwtin Mil 1 l 11 to. mount ex- 
ecutive at lil.ur batho I.os \114t |es 

\\ 1 iioni M. S w 1 1 \n transit rs to 
account executive with Metro TV 
Sales in San Kraut isco. 
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SYNDICATION 




John J. Kennedy 



Kennedy is new production 
chief for Peter M. Robeck 

•\ 16-year veteran of motion pic- 
tures iind t\", John J. Kennedy has 
joined Peter M. Robeck as produc- 
tion chief. Besides heing in charge 
of tv film production, Kennedy will 
assist in the sale of Robeck prop- 
erties, which include, The Living 
Camera, You Asked for It, Trails 
West, Dm] The Pioneers. Kennedy 
was assistant chief of the television 
branch of the National Geographic 
Society before joining the Hobcck 
organization. Previously, he w;is 
unit manager with NBC, supervis- 
ing many of the news department's 
documentaries, lie was also an ac- 
count executive ;it BBDO. 



NEWS NOTES 



CBS Films' gets foot in door: Aus- 
tantma Television Pty. Ltd., the 
new licensee for a commercial tv 
station in Melbourne which is 
scheduled to start broadcasting the 
middle of next year, will be carry- 
ing a heavy CBS Films inventory. 
New outlet became first off-shore 
buyer of four new CBS I'ilms-dis- 
tributed properties: The (.Uinij 
Moore Show. The Great Ad rent lire 
The llcrtor lleatheote Show, and 
/'/;/■ Jerry Lester Show. (The latter 
scries, being produced in Canada, 
has been sold their hut the Aus- 
tralian sale is the (irst outside of 
f .iii.kI.i.) \ustaram;i also purchased 
l'i llii oat Junction, the second \enr 
n| Pete anil Gladys. Stars in Action, 
I mint Sum. the 1963-6*1 production 
<it Gummtike, ) otiuti People's Con- 



certs and re-runs of The Phil Silvers 
Show. These sales increase the num- 
ber of CBS Films shows now sold 
in Australia to more than 50. Also- 
scoring on the overseas sales front is 
Desilu Sales, which made the first 
two foreign deals on its Fractured 
Flickers to Venezuela and Bermuda. 

General. Artists going public: Rep- 
resenting performers, directors, pro- 
ducers, and acting as sales represen- 
tative for tv programs has proved 
less than profitable for General Ar- 
tists Corp., which has filed with 
SEC request to register 150,000 
shares of common for public offer, 
maximum price $7 per share. Com- 
pany hopes to partly recoup a net 
loss' of $8S7,605 in 1962, and a loss 
of $283,583 for the 28 weeks ending 
14 Juh 1963. Proceeds from sale of 
the stock will be used in part, $300.- 
000, to pay short -term bank debt. 
General Artists has sustained losses 
over the past three years. 

Triangle strengthens inventory: Tri- 
angle Program Sales, the recently- 
formed syndication arm of Triangle 
Publications Radio-Television Divi- 
sion, is rapidly building its pro- 



graming stock. Latest property isj 
the Little League World Series, 
with rights acquired for a three- 
year period. Tbc seven-game juve- 
nile baseball classic, held in Wib 
liamsport, Pa., each summer, is avail- 
able to tv stations throughout the 
country. Other properties acquired 
by TPS in the past two months in- 
clude The Big Four, an auto racing 
package, and the hour-long color 
special of Podrecca's Piccoli Thea- 
tre, the Italian puppet troupe. Re- 
cently Triangle announced it would 
produce This is America, a series of 
half-hour tv visits to the nation's 
fairs and festivals. TPS now has per- 
manent headquarters in New York 
at 320 Park Avenue. Telephone is 
1IA 1-2770. 



NEWSMAKERS 



Robert \V. Rawsok to executive 
vice president of Sponsors Film 
Service / Advertising Radio & Tele- 
vision Services. 

Albert Boyars to coordinator of 
special projects at Metro-Goldwyn- 
Mayer. Boyars was public relations 
director of Trans-Lux Corporation. 



'Silent pitch 1 for Warner Bros. synd. product 




With lop agency, advertiser, representative, and network personnel under 
lock and key in a screening room, you'd expect a syndication Finn to 
make a heavy pitch fur its product. But that's not what Warner Bros, 
did when it held three invitational showings for the new motion picture, 
"Mary, Mary." Joseph Kotler, v.p. for the firm's tv division, in welcom- 
ing the guests (nhnvc). stressed that the movie was heing presented as n 
"thank vnu" to those "rcsponsihle for the commercial success of our tv 
programs ami feature films." lie did note that is was hoped they'd keep 
in mind the firm that made "Man. Mars'" has other films asailahlc. 



SPONSOR/?.'! si imkmufr 1963 
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Ncwi from natiOfi't 
capital of jjw« Ul 
intt-rrtt to adnvni 



Crackling critiques of FCC 3 soarch for a formula to limit broadcast 
commercial time hit the commission last wook from broadcastors who 
didn ' t care to wait for the dof erred comment deadl ine ( 30 Sopt . ) . 
Formor FCC Chairman John C. Doerfer, now counsol for the Maryland- 
District of Columbia Broadcasters Association, flatly stated that Con- 
gress has never given the FCC any right to lunge into liconsoo's business 
management as if broadcasting were common carrier. 

Doerfer quoted Supreme Court's uncontested 1940 Sandor Bros. vs. FCC 
decision: the FCC has no right to interfere in programs, business manage- 
ment or policy of individual licensee. 

Said Doorfer: if there is FCC control of commercial time (equating 
rates and revenue) ; a fairness doctrine set of rules on all news, editorial 
and controversial programing; specific program categories; plus special 
strictures on horse racing news et al — there is, in effect, a government- 
operated broadcast system here. 

-^-^ Susquehanna Broadcasting would like to see the FCC ' s claimed 'sub- 
stantial files " of complaints on broadcast advertising . 
The group owner of 4 am's, in Pennsylvania, Rhode Island, and Akron, 

0. , asks how complaints average out per station? From whom do they come? 

How does the complaint file stack up against the 180 million Americans who 

enjoy programing by some 5,500 commercial stations, and fill their homes 

with products advertised on the air? 

-fajf 'Advertising b_jr its very nature cannot be self-defeating. * 

But, says Susquehanna, blatant abuse of commercial privilege will be 
cold-shouldered. The group sides with Cmnr. Bartley's view that the quality 
of commercials needs more pruning than the quantity. 

The Susquehanna group says FCC is considering broadcast commercial 
revenue in a vacuum. What effect will limits have on broadcast ad revenue 
in context of print competition? The broadcaster has already foregone 
liquor and other types of ads open to newspapers and magazines. 

Networks NBC and CBS, Storer and Westinghouse last week backed earlier 
NAB and small-station argument for FCC to leave the am service con- 
petitively free and tighten only engineering standards. 
All comment, on FCC's deadline (16 Sept.), opposes any forced split 
in am-fm programing and ownership; making am decisions contingent on f m ; 
or holding am service down on a population basis. 

Storer attacked FCC suggestion that a 50% program severance in larger 
cities by am/fm owners "may" improve advertising situation of independent 
fm's. Latter would not have to compete with fm ads thrown in free with am 
time sales, FCC says. 

Storer says total dollar volume of broadcast advertising revenue will 
be unaffected by program split: but cut-off fm's will face tougher compe- 
tition for advertising money. 
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News from nation's 
capital of special 
interest to admen 



■Jf^r The FCC dealt handily last week with the problem of local broadcasters 
who are subj ect to non-local demands for free time in rebuttal to spon- 
sored syndicated programs. 

FCC used cases of two Alabama radio stations subject to demands of the 
"Citizens Committee for a Nuclear Test Ban Treaty" that they play taped re- 
buttal to a "Lifeline" program panning the treaty. "Lifeline" had advised 
broadcasters they needn't provide free time because (1) Treaty program was 
sponsored ; (2) Committee has no local spokesman. 

On the stern side, FCC said Fairness Doctrine requires licensees to 
air both sides of any controversial issue. They cannot use excuse of "no 
local spokesman," or claim immunity because they can't get rebuttal time 
paid for. 



-^-^f On the bright side, FCC said license e can use his own discretion in 
choosing an answering spokesman from local ranks . 

He is also entitled to find a rebuttal spokesman in a sponsoring group. 
Except in case of personal attack, no single person or group can demand to 
be spokesman (as was done by Citizens' Committee). 

• Even better: FCC notes benignly that both stations say overall pro- 
graming has given both sides of the treaty question. FCC has no complaint 
to the contrary. In such case, broadcaster can decide himself whether or 
not he has kept faith with Fairness Doctrine requirements. 



■^-^r This might have saved much argument had it come out before Rep. Rogers' 
Commerce Communications Subcommittee when it resumed hearings on 
editorializing last week. 

A small-market Texas broadcaster, Gerald H. Sanders (KZZN, Little- 
field), who also aired "Lifeline," raised the same question. He said NAB 
had advised him to play safe and give the free time until FCC made a clari- 
fying statement — which had been promised by FCC Chairman Henry. 

House Subcommittee members were aghast. Rogers said no broadcaster 
should be open to demands for free time to answer sponsored programs — only 
the opportunity to appear, on paid-f or time. Committee chairman cited equal 
time Sec. 315 which permits candidate demand for free time only when sta- 
tion has given rival free time. 

FCC Chairman Henry, a strong proponent of controversial programing 
and editorializing, is between two fires: Rep Rogers believes in pay up or 
shut up to challengers of sponsored programs. His Senate counterpart John 
0. Pastore says public must hear both sides, money or no money. Henry wants 
decisions made on a case by case, flexible basis. 



-^--^ Chairman Rogers insisted hearings on editorial guidelines are not 
to restrict, but to "free" broadcasters from uncertainties. 
Broadcasters praised helpful intent — but said well-meant strictures 
might kill editorializing with kindness. Rep. Moss' bill demanding equal 
time for any office holder subject to editorializing brought shudders. 




WEEKENDS ARE DIFFERENT. ..SO IS MONITOR 

People get grassy-eyed, weekends ... tool sheds are empty . . . patios are full , rumpus rooms ju~~p an- 1 rad'os are 
go... Mike Nichols. . .Elaine May. ..your commercial... Jonathan W nt rs ..p t spore the znna-' Fr rt J.'cGee... 
your commercial . . . Basil Rathbone . . . Joseph C. Harsch . . . f.'el Al en. . . vour commercial. . . sometr* ng f r e.cryone. . . 
specially sponsors . . . your commercial . . . say, is this rad<o? . . . aaah! . . . it's weekend MONITOR! • . . NBC RADIO! 
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Time Buyers ? Bonanza 
one-minute availabilities 

wmal-tv 

WASHINGTON, D. C. 



Call Harrington, Righter & Parsons Inc. for 1-minute 

spot avails on more than 26-hours of new local programming 

each week. (Some 20-sec. and 10-sec. avails, too.) 




6:30-7:3 » PM 
MONDA^THR 

Early-evening l-™r newscast re-designed to even 
better present" fmnews. Flexi ble 

the importance of n^^g^l ^^^^Tits position and length. New format tailormade for participating sponsors. 



THE SALES ACTION HOUR 

5:30-6:30 PM, MONDAY THRU FRIDAY Different show each day: 

Cheyenne, Surfside 6, Adventures in Paradise, Checkmate, Maverick 





1ST RUN MGM 
30/63 MOVIE 
11:30 PM 
Friday 



NAKED 
CITY 

10:30 PM Thursday 
11:30 PM Saturday 



DICK POWELL 
THEATRE 

11:15 PM 
Sunday 



THE 

FUNNY COMPANY 

8:00-9:00 AM 
(M-F) 



DIVORCE 
COURT 

1:30-2:30 PM 
(M-F) 



BACHELOR 
FATHER 

5:00-5:30 PM 
(M-F) 



wmal-tv @ 

The Evening Star Broadcasting Co., Washington, D .C. 



